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SCHEUER 


ORIGINATORS 


Scheuer says: 


A very, very, 


merry, merry 


Christmas 


This is our sincere greeting to all of you during this 


festive season. 
We are grateful for the good things we have enjoyed 
this year and we wish you all a full measure of happiness 


and achievement for the coming year. 


So. again. we wish you all 


A Very, Merry Christmas 
and a Happy New Year 
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AND MANUFACTURERS OF MODERN PLASTIC DISPLAY FIXTURES 
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HELP. that sale! 


We have helped an impressive list of major national manu- 
















facturers in most every field of merchandising endeavor to 
build greater sales volume all to the real benefit of more sales 
for the co-operating stores. Excellent design — fine art and 
craftsmanship—loaned for one week—each fitted in traveling 
case — easy to unpack— set-up and repack. Is your store get- 
ting the full benefit of these fine displays? The only expense to 
the store being small incoming transportation charges. Our 
representatives in our New York, Chicago and Oakland offices 
will be glad to discuss our itinerant display services to you. 
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*Itinerant window displays are created, designed and 
manufactured in any number of units and are routed 
to travel from store to store on a fixed territorial 


schedule. 


Merchandise Presentation 
News quarterly. Write for 
a copy of it today on your 
business letterhead. 
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W. L. STENSGAARD AND ASSOCIATES, INC. 


313 NORTH JUSTINE ST. * CHICAGO 7,1ILLINOIS 
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Your Column 


THE DISPLAY PUBLISHING COMPAN 


EASTERN OFFICE: 47 West 57th Street, New York City 19. Phone 


WESTERN OFFICE: 


Aaron M. Rothenberg, 2412 Seventh Street, Los Angeles 5. 


117 


Y - - 1209 Sycamore St., Phone PArkway 7662 - - CINCINNATI, OHIO 


Plaza 3-5989. 
Phone FAirfax 6255. 


CHICAGO OFFICE: L. A. Woods, Macintyre, Simpson & Woods, 75 East Wacker Drive, Chicago |. Phone CEntral 6-1715. 


Published 
by international mone 
and its branches 


monthly at $3.00 a year 


Member Audit Bureau of Circulations. 





Pass This Issue Along 


You get the most value from DISPLAY 
WORLD when you share it with others. See 
that it reaches other executives of your organ!- 
zation and the members of your department. 


OUR NEXT ISSUE 


Eagerly awaited each year is the Annual Display 
Forecast and Trends issue . . . that of January... 
with a pre-vue of new display material and equip- 
ment for the coming six months ... and this one 
coming up promises to be the biggest and best 
ever published . . . The monthly reports on display 
throughout the world will appear, as well as a 
number of articles of special interest . . . In the 
mail January 15. 


CLEVELAND OFFICE: J. R. Monk, Macintyre, Simpson & Woods, 1900 Euclid Avenue, Cleveland 15. Phone CHerry 1501. 


wr the United States and Canada; foreign, $4.00 a year. Canadian and foreign orders payable in U. S. funds 
y order or New York bank draft. Single viet cag 30 cents. For sale on news stands supplied by the American News Company 
Entered as second-class matter September 20, 1/22, at postoffice at Cincinnati, Ohio, under act of M irch 3, 1879 ; 

, « * « ws O17. 





THE COVER 


The cover illustration is of a display by 
Engene Supple, D. M. Read Company, Bridge- 
port, Conn., which won first prize in the mil- 
linery display contest sponsored by the 
Millinery Fashion Bureau. Twisted manzanita 
branches held fabric swatches bearing the 
names of famous milliners, the hats being 
shown on egg-shaped forms. 
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Four New Stores: 


Hy ae ree 
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Why did these four prominent retailers, opening new shops, 









come to Williams for their mannequins and fixtures? 






Why does Macy’s—and the crossroads store? 






Why does Bergdorf-Goodman—and Sears-Roebuck? 










. Probably because our visual merchandising material has convinced them 
that we know our business as well as those smart merchants know theirs. 
nds For after all, we have the years of experience, the display know-how, the manufacturing skills, 
= the fashion sense. And we have that other, elusive ingredient: the IMAGINATION. 
" P.S. “Dot’s Enchanted Garden,” a delightfully decorous Drama of Display 
opens December 3rd in New York. It will be Visual Merchandising’s greatest show! 
the 
: 
ing 


Dot Williams, president 
498 SEVENTH AVENUE, NEW YORK 18 


MARY BROSNAN MANNEO 
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Notice: To All Display Jobbers 


Our racks, hangers, size dividers and display accessories build prestige and 





profits for you. Do you know that all our products are guaranteed and 
may be returned for full credit if your customer is not satis- 
fied? Twenty-five years of successful selling to jobbers and 
16 retailers back you up. Write for catalogue and discounts. 


For Stockroom Use. The white pressed card- 
board divider has been proved successful for 
many years. An excellent divider for stock- 
rooms. Very inexpensive. All sizes from 1 to 
2%,” diameter. Fits any rack. 

Each EE ete ee gr, OR etree reer lOc 





Round lumarith plastic size divider. Cannot 
fall off the rack. Beautiful in appearance. 
All sizes carried in stock from 1 to 54, also 
half sizes. Actual size of divider 50. Actual 

\ size 12” high. 
4" Each.... Rr 5 10c 


wide. 








The New "SEE SIZE" 
Our latest plastic size divider 
with interchangeable sizes. 
Can‘t fall off the rack. Made 
of heavy moulded plastic with 
a window in which the proper 
size is inserted. Can show one 
size on one side, another size 
on the other. 71,2” long by 3%” 
wide. In white or black plastic. 
Sizes from 1 to 60, including 
half sizes . . . Also A-Z for lay- 
aways. Complete with 


insert. (Extra inserts 4 35¢ COMPLETE $9 H . 00 EACH 


eoch). Bach... 


“Paint Your Windows With Light” 


Use Spring Tension UNIVERSALLY ADJUSTABLE Dependable Swivelier Sockets 
HUNDREDS OF DIFFERENT SWIVELIER UNITS — ASK FOR BULLETIN No. 122 





Sturdy Metal 


GARMENT RACK 


Model SK200. Sturdy, all-chrome, metal garment rack with 
patented base. A very popular model rack, 96 arms, all- 
chrome. Sturdy and practical. For beauty of design and 
general utility this rack is unexcelled. With 7 x 11 cardholder. 





























































Universally Adjustable F 
CLAMP-ON UNITS Universally Adjustable 
<2 (1'' Clamp, cord and plug) No. H607 PORTABLE UNITS 
J 
w inert (Heavy Weighted Base, cord and plug) 
’ No. 817 
a LOUVER 
$2.75 each No. V...$1.50 each No. 6O7AN 
$2.60 each 
Universally Adjustable 
SCREW-IN UNITS ' H107 (illus.) 
(Screws into regular receptacle) No. H817 $6.50 each 
i 
C No. 107 (illus.). $1.60 ea. $7.65 each vias 
SCREW-IN EXTENSION 
UNITS 
ee ‘ H107- 5" . $7.25 
107- 5 ( 5 pipe) $2.35 Louvers and Color Lenses available H107- 8” 7.65 
B 107- 8 ( 8" pipe). 2.75 for All Shade Units. H107.I \" - 8.10 
«107-11 (11" pipe). . 3.20 ; siaal 





JOBBER INQUIRIES INVITED ... WRITE FOR CATALOG 


NATIONAL HANGER C0 INC . . » JOBBER INQUIRIES INVITED... 
"9 = 253 WEST 26TH STREET, NEW YORK CITY 1 


Representatives: Mr. Morty Fay, 17 N. W. 2nd Ave., Miami, Fla. Mr. Harry Intrilligator, 60 South St., Boston, Mass. 
; Phone Number 25994. Phone Hancock 0504. 
Chicago Hanger Co.,, 941 Roosevelt Rd., Chicago, III. K. N. Horwitz, 5370 Pershing Ave., St. Louis, Mo. Forest 8119 
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SINCE 1888'—— 
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THIRD ANNUAL 


CALIFORNIA 


ONTH 













DISPL MARKET 


Ghacial Events Wak, Paruary 17-22,1949 





alifornia—land of promise! Promise of a wealth of new ideas for all who 
attend the California Display Industry’s Annual Display Market Month to be 
held in January. Promise yourself that you will take advantage of this oppor- 
tunity to see world famous stores and their revolutionary methods of modern 
display. Enjoy the carefree, casual western atmosphere which inspires their 
original styling. Saturate yourself with new ideas while you thrill to the warmth 


of California sunshine in January. 





A week filled with promise of dividends which will pay off the year round is 


S Special Events Week, January 19 to 27. 
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MIRACLE MILE, WILSHIRE BLVD. 
DESMOND’S 

SILVERWOODS 

HARRIS & FRANK 
PHELPS-TERKEL 


A BUSINESS TRIP NEED NOT BE DULL... 


There is nothing like diversified entertainment 
to take the “sting” out of a business trip. So 
reason the officers of the California Display 
Industry in making elaborate plans for the 
enjoyment of those attending Special Events 
Week, January 19 through 27, 1949. A tour 










ALL THAT’S NEW 


BULLOCK’S, PASADENA 


MAY CO., naw 





through a major movie studio, special radio 
broadcasts, an outstanding dinner dance, 
exciting events for the ladies, and many other 
enjoyable social features will make it possible 


to combine business with pleasure. 





Better plan to attend. You'll have fun. 


SHOWING AT BILTMORE HOTEL AND INDIVIDUAL SHOWROOMS 
Write FRANK ACKERMAN, Rm. 512, 112 W. 9th St., Los Angeles 15, Calif. MA. 6-5379 





C. BARRANGO CO. 
CALIFORNIA DISPLAY STUDIO 


CARRATA COMPANY 
COAST FLOWER MFG. CO. 





EMIL CORSILLO, INC. 
CRAFTMASTERS 


CRYSTALLINE PLASTICS CO. 
DECTER MANNIKIN CO. 


DISPLAY WORLD 


P. L. DE LUCA CO. 
EDDIE CHAIN CORP. 


FITZGERALD DISPLAY CO. 
GRANT & SONS, INC. 


DECEMBER, 





1948 D| 








Thank You, 


1948 








for making possible 


York’s activities .. 


...anew home, so spacious and so modern... 


...a location that is within the center of New 


every where in mid-Manhattan. 


an entire building to create and show those 


many display pieces with that “Decorative 


Touch”. 
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DECORATIVE 


‘136 WEST 24th 











. .. the greatest business in our history . . . far 


exceeding our expectations. 










PLANT 


STREET, NEW YORK II, N. Y4 
WAtkins -4-4405 


and for 1949 


As we enter our 53rd year, we see a definite 
trend toward greater recognition of display as 


a selling force in our way of life. 


We extend our greetings to all our friends for 
the coming year with the wish that it will bring 


full realization of all hopes and plans. 


. a few minutes from most 
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AL HALVERSON, INC. MAHARAM FABRIC CORP. PACIFIC PROMOTIONS 
B. A. JACOBS CO. FRED MATTSON SILVESTRI STUDIO 
KAPLAN PRODUCTS & TEXTILES ial mle) icy, meer DAVE STARKMAN 


LOR SALES CO. NEWELL COTTERELL CO. THE TABERY CORP. 


WEIFELD CREATIONS 
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OF HOLLYWOOD 


PRESENTS 


nco MANNEQUIN 


PRICED 








Plastic Linen, De Luxe Finishes, or Plastic Hands Slightly Higher 


THIS NEW FRENCH-STYLED | 
HOLLYWOOD MANNEQUIN 
Designed and Created by W. M. ZEPPEN-FIELD 


All visitors to Los Angeles during January are invited to visit our show room. 
Zeppen-Field will show his latest creations at his Studio ONLY. 


W. M. ZEPPEN-FIELD STUDIOS 


B23 NORTH COLE AVENUE HOLLYWOOD 38. Gaaair: 
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Now Available! 


W199 CUTNLOG 








en 








of California-Styled 

Shopper-Stoppers | 

It has everything! Everything — are sculpted with amazing life- 

you need for sai smooth _ like contours! All of eas de- | } } | ) 
by DHUID 











and easy selling! You'll see new signed from the display man’s | 
Decter forms for every type, any viewpoint—for effective, dramatic | 
display! You'll find compelling windows and interior displays ! 
California-styled Mannikins that that create sales! ges a ir ian sae Sha an a ena sa ana 
: DECTER MANNIKIN CO. I 
Rr — 7 ee mn - 2617 W. Pico Blvd. I 
ree on request! MAIL TODAY 1 Los Angeles 6, Cali ! 
7 YES— please send me a copy of the new Decter 
The new 1949 Decter catalog is yours for the asking! Just 1949 catalog. 
mail the coupon at the right—and see for yourself the Decter NAME — inne 
formula for creating traffic-stoppers, buying-shoppers! | ADDRESS pote ee | 
bj) | fy) | 
1 
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i For the first time...a STANDARD COLOR CARD 
® for the MANNEQUIN AND WIG TRADE! 








A MALINA innovation—a standard color 
card which permits your customers to 
see at a glance, 28 lovely colors of 
ARTIFICIAL HORSEHAIR YARN 






101 PEARL GREY 
102 GOLDEN WHEAT 









103 BUTTERSCOTCH BLONDE for their selection . . . finest 
104 HONEY BLONDE i : 

165 NORDE GLONDE yarn with that well known 
106 STRAWBERRY BLONDE MALINA finish. 





Ki 








107 MISTY BLONDE 
108 BEACH SAND 

109 GINGER SPICE 

110 AMBER BEIGE 

111 TROPICANA 

112 COFFEE BROWN 
113 HAVANA BROWN 
114 CUB AUBURN 

115 CHESTNUT BROWN 
116 DARK TITIAN 

117 TITIAN RED ‘ ‘ 
118 COCOA BROWN " 

119 SAND BROWN 

120 INCA BROWN 

121 NATURAL BROWN 

122 BURMUDA BROWN 

123 GYPSY BROWN 

124 BURNT BROWNETTE 





Following our custom, we 






will dye up any spe- 






cial shade at no 







additional cost. 


















125 DARK BROWNETTE color cards 
126 DARK AUBURN buonlshad the 
127 JAVA BROWN 







on request 


128 JET BLACK 





Supp iers of A ci 
111 EIGHTH AVENUE « NEW YORK 11, N. Y. Phone WAtkins 9-7200 












This handsomely styled, heavy -weight 
Display Paper with “‘The Look of 
Leather’ is another MAHARAM First! 


50 INCHES WIDE 


ONE OF THOSE really inspired display 
materials that happen so rarely, SOLAR 
LEATHERETTE is a deeply embossed leather- 
grain on extra-heavy, durable paper. Re- 
sponds so easily to almost any treatment 
you can give it . . . For smart floorings, 
backgrounds, panellings, etc. 


e Order now from our nearest branch 
or your local jobber in the following 
range of cheerful Spring colors 

Or write us for samples: 


SOLID COLORS 


[25 ft. rolls $3.40 each) 
PINK 
PEACH 
EGGSHELL 
SPRING GREEN 
SPRING YELLOW 


TWO-TONES 


(25 ft. rolls $3.40 each) 

YELLOW GREEN 
WHITE BEAUTY 

WHITE EGGSHELL 

WHITE, YELLOW - 

WHITE ‘GREEN 

WHITE/BLUE 

WHITE/OFF-WHITE 


METALLIC-TONES 


(25 ft. rolls $3.80 each) 
WHITE SILVER 
WHITE COPPER 


We' eady with a most complete 
e're now ready w p beth Sots 


and unusual line of Display Fabrics, Papers 
and Accessories for Spring. 


a Oe ee oe 4 * There's always something 


NOTE, PLEASE eee » ‘ . 5 as : “te ean A . Bis i Be: geen 
Our new CHICAGO Address (as of eo . _ > enter of America. 


January First) is shown below! 


PROCKRESSIVE 


A) 


MERCHANDISE 
PRESENTATION 


g —_ 
FABRIC CORPORATION 
130 West 46th Street © New York 19, N. Y. 


led si Ley Vcte) LOS ANGELES ST. LOUIS ! 
115 South Wabash (Wurlitzer Bldg.) 1113 So. Los Angeles Street 927 Century Building 
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PROGRESSIVE 





NATIONAL ASSOCIATION {WMAVAN! of DISPLAY INDUSTRIES 


PRESENTATION 
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CasH AWARDS will be made for the best 
windows featuring (1) National Crochet 
Week, (2) National Sew and Save Week. 


— These are two separate contests! Simply send 


gene 
3/500 1 CASH PRIZES 


for best window displays featuring crochet during 


| MM CROCHET WEL 


JAN. 22-29 


DEPARTMENT STORES: First 
Prize, $250; Second Prize, 
$100; Third Prize, $50; 
and ten additional prizes 
of $10 each. 

INDEPENDENT VARIETY STORES: 
First Prize, $250; Second 
Prize, $100; Third Prize, 
$50; and ten additional 
prizes of $10 each. 

CHAIN STORES: First Prize, 
$250; Second Prize, $100; 
Third Prize, $50; and ten 
additional prizes of $10 
each. 

ALL ENTRIES to be post- 
marked not later than 
February 12th. 

















nt window display ! 





Send a photograph (5 x 7 inches or larger) of each differe 
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Window Trimmers! Display Managers! Enter these 2 contests! 


$3000 


CASH Prizes! 








us a photograph (5 x 7 inches or larger) of 
each different window display. Write us for 
free display material and helpful brochure 
of tie-in suggestions. 


CONTEST 


| FEB. 19-26 

| DEPARTMENT STORES: Fj 
Prize, $250; Second Prise, 
$100; ird Prize, $50; 


, | and ten additional 
of $10 each. — 


| INDEPENDENT VARIETY STORES: 
— Prize, $250; Second 
Prize, $100; Third Prize, 
$50; and ten additional 
prizes of $10 each. 
CHAIN STORES: First Prize, 
$250; Second Prize, $100; 
Third Prize, $50; and ten 
additional pri 
= Prizes of $10 
ALL ENTRIES to be post- 


Marked not later th 
March 12th. ‘ 


er) of each different window display! 


OFFICIAL 
DISPLAY 3 
POSTER 


Senda photograph (5 x 7 inches or lar 
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PARIS INSPIRED 


eal MOncle 


MANIKINS WITH MAGNETISM 








474 


the hit of the show! 





he Mes 


%* woman of the hour 


Manikin bravura; coiffures, make-up, body 
colors—all high fashion and Paris inspired . . . 
making fashion headlines everywhere. 

Store executives, display directors: See your 
Korrect-Way distributor, or write us. 


korreet-way displays. 


DIVISION OF 
AMERICAN FIXTURE & MANUFACTURING CO., SAINT LOUIS 3, MISSOURI 
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OF AN IDEA! 


GEM-PLAQUE? is that new, precious idea in display materials for 
which you have been looking. Gem- Plaque is cut in multi-facet fashion, 
and comes in 12 sparkling colors: 


Silver, ruby, emerald, azure (light blue), sapphire, aquamarine, chartreuse, 
topaz, rose quartz (pink), amethyst (purple), heliotrope (light 
purple), fuchia (cerise). 
Each Gem-Plaque is 10 inches by 10'% inches, is composed of 140 
4 plastic jewels, with invisible tacking holes in each corner. It tacks, saws, 
| cuts and mounts easily. 


Gem-Plaques are also available in strips of one, two, three and 
four jewels wide. 


Display directors have already discovered dozens of interesting 
and refreshingly new ways to use Gem- Plaque. 


Gem- Plaques are packed 12 of a color to a box. 


See the complete line at your favorite jobber or 
write for sample book. 





RUBNER. 


5925 BROADWAY * NEW YORK 63, N. Y. 
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BELIEVE IT OR “KNOT”! a 


Identical, front and back! YOUR CHOICE OF CLEAR LACQUERED 
NATURAL, OR SPRING GREEN DYE 





These effective, versatile, precision cut dis- 
play props are cut trom solid pieces of 7/g-in. 
kiln-dried white knotty pine! 


DOOOOIN 
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| .75 WINDOW 





each UNIT 
: W-107 Frame 30x55". 
84" x 1154’ Detachable base. 
W-102 UTILITY W-108 Packed ZL. $6.2. -13, Packed 2 to carton. 
FRAME 25 carton. 
$19:75 UNIT $3.29, 3%" « 96 
se 2 20" x 30" 


Packed 6 to carton. 






frames 7' high over-all. 
Packed 2 to carton. 


W-103 5-WING, 2-SHELF 
UTILITY SCREEN 


r 
le nd 
+ 9 ° 
bp %. ra ‘ 
ts : , $2122 7' center, 18" x 36". 
a. each An extremely flexible unit, 
Packed 2 to carton. 
W-101 3-WING SCREEN 
Ea. panel 115" x 
yA Be 84". 2-way tape 
ree hinges. 
Packed | to carton. ar a IMMEDIATE 
W-105 Ng DELIVERY 
¢ ’ i 





5.75 FRAME ON ALL 
Decch 20" 30 ORDERS! 


Packed 2 to carton. 


nw y 


W-106 erame 


ae 
$77 30" 542" 
Packed 2 to carton. 


6 
re 


Above prices F.O.B. San Francisco. Ivy sprays in photo not included. 


AN ORIGINAL AND EXCLUSIVE PRODUCT OF 


SYLVAN COHEN DISPLAYS inc. 


ao SUTTER STREET SAN FRANCISCO 8, CALIF. 
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They re so “VELVETY”* smooth—so natural look- 
ing— 

KEEP ON THE GRASS—It doesn’t matter what 
you display—clothing or cars, fruit or furniture— 
Place them on EATON GRASS MATS if you want to 
attract attention. 


SEE YOUR DISPLAY JOBBER 


*Trade mark Reg. U. S. Pat. Off 


EATON BROTHERS CORP. 


HAMBURG, NEW YORK 


the ideal background for all your displays. 




















ANANZNE NANA NENE NG NEG NE NE NE NE NE NE NE NE INE NE INA? = 
i Mevss Christmas: 


NIN INN INA INE INA NONE NE a NA NA NANANA NANA NNN 
ANA NANA NANA NANE NA NA NA Re ANE NA NE NE NE NA NA NE = 


A Happy New Year : 


AN WANS BASS GANS GANS DANS DARA BAAN _ WANS GAS ANS PASGARASGASS ASR ASIANS we 
AANA AR A A NA Nie RE NA NA NA NA NA NA NE NE NA “= 


ne ae we cnn 


: Mileo Mannequins} 
. May the Christmas light shine all year for you. a 
K reflecting nothing but peace and _ prosperity. & 
c eyo MILEO MANNEQUINS, 7 West 36th Street, New York 18, N.Y. rit sou - 
A SSS SS SS OS AS SS NS NS NS NS ae ae wx 


MARAE 


————EOeo 
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Report 


Unfortunately, charts to 
illustrate Professor Cowee’s report were not 
available at press time. His detailed re- 
port before the December 8 meeting of the 
National Association of Display Industries 
in New York City is given without con- 
densation, however. A number of the test 
displays referred to were shown in a pre- 
liminary article in DISPLAY WORLD for 
November, 1948. This material is copy- 
righted by the National Association of Dis- 
play Industries and may not be reproduced 
in any form 
without permission in writing.) 


(Editor's note: 


except for purposes ot 
review 


OU have assembled today to see and 
to hear a visual merchandising pre- 
sentation the first report of the 
National Association of Display Industries’ 
pilot study in display research. This study 
was conducted by the New York university 
School of Retailing 
As a faculty member of the School of 
Retailing, it has been my privilege to direct 
the course of the pilot stady in all of its 
phases. The pilot study has been singularly 
successful in approaching solutions to most 
of the problems marked off for analysis. 
I could not report this success to you 
today if it were not for the outstanding 
cooperation of several institutions and indi- 
Therefore, I should like to give 
briet, but inadequate, acknowledgement: 
To the individual members of the National 
Association of Display Industries for their 
foresight in making this important pioneer- 
ing research possible as a service to retail 


viduals 


stores, both large and small; and as a 
service to the men and women who are 
charged with the vital responsibility of 
conveying the stores’ messages through dis- 
plays of merchandise and service in store 
windows and interiors. 

Our gratitude goes to the association's 
five-man research committee. Each member 
gave freely of his time to review and _ to 
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— Prof. Howard M. Cowee — 


help build the proposed pilot study pro- 
gram. We are especially grateful to the 
committee’s chairman, Albert Bliss, upon 
whom fell our heaviest demands for time 
and consultation. 

We are also indebted for counsel and ad- 
vice to Dr. Charles M. Edwards, the dean, 
and Dr. Lawrence C. Lockley, the research 
director, of the School of Retailing. 

We are indebted to the stores which per- 
mitted us to install and to rotate test dis- 
plays for study and analysis. To the store 
president, the sales promotion manager, and 
especially to the display manager in each 
case, our sincere “thank you” is given. 

I am personally grateful to the three 
supervisors of the field research staff. These 
three people, I know, were motivated by 
an earnest belief in the work and by a 
desire to search out the facts more than by 
any material reward which I could offer 
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ditions, the behavior of over 541,000 people 
as they were exposed to window and interior 
displays. All of the tests were conducted 
during the period from the last week in 
September through the first week in No- 
vember. In fact the last test was concluded 
just 25 working days ago. 

I should like, especially, to point out two 
facts which should be borne in mind with 
respect to the scope and the nature of the 
research. First, this was a pilot study de- 
voted to the testing and the perfection of 
research methods or techniques equally as 
much as it was devoted to objective fact- 
finding. It has been the purpose of the 
pilot study to probe for the sinew, the ten- 
don and the bone of fact rather than to 
prove any preconceived fancy or opinion. 
Second, in several instances we have as- 
sembled sufficient information to enable us 
to draw definite conclusions. In others we 
have found some of the needed facts, but we 
have not had the opportunity to explore and 
to expand upon them. Some of the results, 


On The Pilot Study In 


them. To Professor James A. Firth and to 
his students in the Department of Retailing, 
Washington university, St. Louis, and to 
Jean Irwin and Darrell A. Landrum, re- 
search assistants, of the School of Retailing, 
New York university, goes much of the 
credit for the success of the research work 
you are now to witness. 

The pilot study originated in June of this 
year with the vote of the NADI member- 
ship to sponsor the study through the 
School of Retailing. Each step thereafter 
was taken with the approval of the asso- 
ciation’s research committee. July and 
\ugust were devoted to the plans of the 
pilot study. 

The pilot study plan was divided into two 
broad phases: First, an analysis of different 
interior and window display techniques and 
the effect of the exposure of each technique 
upon the traffic audience. Second, analysis 
of the window display traffic audience or 
circulation 

In general, the research committee agreed 
to select cities and stores outside of the 
New York metropolitan area because a 
wide geographical distribution was sought. 

Accordingly, we selected cities with a 
1940 population ranging from 70,304 to 
under one million — 
and retail trade zone population, as reported 
by the Audit Bureau of Circulation, ranging 
from 200,000 to slightly over a million and 
a half 

The sales volume of the seven stores co- 
operating in the pilot study ranged from 
under five million to over twenty million 
dollars. 

The pilot study was made in five cities 
and seven stores. It encompassed ten groups 
of tests which comprised 47 individual 
studies. Seventy-four people were employed 
to develop the data in the field and to help 
in the processes of tabulation and analysis. 
We have observed, counted, classified, re- 
corded and analyzed, under controlled con- 


or with a combined city 


therefore, are not conclusive and point only 
to the need for more data to be gathered 
and analyzed. Moreover, some mistakes 
have been made. For these mistakes I am 
alone responsible. 

Today we present to you, first, the meth- 
ods used in the pilot study with the hope 
that the methods will be useful to you. 
Second, we present the spotlight facts de- 
veloped in this initial research effort with 
the hope that you will find the information 
useful in its application to your business. 
As a further aid to you, the association 
plans to publish and to make widely avail- 
able the complete findings of the pilot study 
at an early date. 

One of the first tasks in any research is 
to define the terms that will be used. 
Display deals with a traffic audience —an 
audience made up of people—at or near 
the point-of-sale. The behavior of this 
audience with respect to display may be 
classified in four ways: 

First, people may pass the display and 
show no interest in it. ‘“Passers” constitute 
the total or maximum audience for any 
display. Any person who enters the extreme 
limits of the display area which is being 
analyzed is tallied as a passer. 

Second, people may look at the display. 
Any person who turns his head in the di- 
rection of the display while walking through 
that display’s area is tallied as a “looker”. 
Since movement of the head characterizes 
the looker, the tendency is always to under- 
state the looker figure, inasmuch as we are 
incapable of following the eye movement of 
a “glance” or “quick look”’. 

Third, people may stop at the display. 
Only people who come to a rest or physical 
halt are tallied as “stoppers”. 

Fourth, and finally, people may buy the 
displayed merchandise. 

It should be noted that any one person 
may be a passer, a looker, a stopper and a 
buyer with respect to any one display. In 
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the pilot study we are concerned primarily 
with the first three classifications of traffic. 
Since the classifications are so important in 
the results to be presented, let’s see each 
action demonstrated. 

(Physical demonstrations of the passer, 
looker, stopper were given at this point.— 
Ed.) 

In defining display we say that: “It is 
the function of display to assemble from 
the number of passers an increased audi- 
ence of lookers or stoppers for the circula- 
tion of a merchandise or service message.” 
The number of passers any display receives 
is dependent largely upon the location of 
the display and other factors. Display 
rarely reaches out to get passers. Display 
can and should reach out to the passing 
audience, however, to get more lookers or 
stoppers. 

To see how display discharges this func- 
tion let’s look at the pilot study analysis of 
display technique, first, for interior displays 
and, second, for window displays. 


Display Research 


The control of this analysis is based on 
three simple display treatments of mer- 
chandise commonly employed in retail 
stores. I shall refer uniformly in all in- 
stances to the three versions as: 

The “A” display, which shows the sub- 
ject merchandise in a flat position. 

The “B” display, which shows the mer- 
chandise in a raised position (at a right 
angle in relation to the passer’s line of 
sight). 

The “C” display, which shows the mer- 
handise raised, in use, or in a situation or 
setting. 

We will use the “A” display as the gen- 
eral base of comparison for the “B” and 
‘C” displays. 

The method for observing and classifying 
the behavior of traffic with respect to each 
display is simple. 

First, a schedule is made up for the six- 
day test period. You will note that the 
three displays are rotated by hours of each 
lay as well as by days of the week. On 
Monday, for example, the “A” display is 
shown for the first hour, the “B” display 
ior the second hour, the “C” display for 
the third hour. With the fourth hour the 

\” display is again exposed to passing 
traffic and the rotation continues throughout 

ie day. Since we started with the “A” 
isplay during the first hour on Monday, 

e “B” display leads off the first hour on 

uesday, and the “C” display gets the 
tarting position on Wednesday. Even ro- 

tion is achieved in this way. 

If you are asking yourself, “Do they 

tually change the display each hour ?”, the 
nswer is, “Yes, we do.” And, I might add, 

gets to be quite a task. 

By using a schedule, like the one you see 

fore you, we control all of the factors 

rtaining to changes in weather, time of 

e day, day of the week and so forth. 

Since the merchandise is identical in the 

\", “B”’, and “C” displays all factors per- 
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taining to the display are brought under 
control. 

We expose the “A” display for one hour 
and maintain a count of the traffic by 
passer, looker, and stopper content. These 
figures are recorded. The “B” display is 
exposed to traffic, then the “C” display, and 
—again—the “A” display. In each case 
traffic is counted and broken down by hours 
according to its passer, looker, and stopper 
content. 

This photograph shows research workers 
located to take the traffic count of a window 
display: 

The passers are counted by one worker, 
the lookers in one direction are counted by 
another, and in the other direction by still 
another. Stoppers are talied by a separate 
individual. 

Each research worker is equipped with 
two mechanical hand counters. He _ uses 
one counter in his right hand to tabulate 
women, and one in his left hand to tabulate 
men. 


By PROF. 


Now we are ready to apply the traffic 
counting method in accordance with the 
schedule. The traffic count is maintained 
on a 50-minute hour—that is traffic is 
counted, for example, from 10 o'clock until 
10:50. During the remaining ten minutes 
of the hour, the total counts by traffic 
classifications are recorded. The display is 
changed from the “A” version to the “B” 
version and for the remaining four or five 
minutes no count is taken, because we want 
to “wash out” those people who may have 
been attracted by the abnormal activity in 
the changing of the display. Then, at 11 
o'clock, the traffic count is resumed. Sub- 
stantially the same method is applied in the 
checking of interior and window displays. 

Here is an “A” type interior display in a 
lamp department. Note that the merchan- 
dise is shown on the flat-surface of the 
table. 

This next photograph shows the “B” 
version of the test display. Note that the 
lamps are shown on steps, in a raised posi- 
tion. 

This next photograph shows the “C” ver- 
sion of the test display with the lamps 
against a background—or in a condition 
of contrast such as, we thought, might show 
the use of the lamps in the home. 

I have shown you these photographs not 
only to demonstrate the “A”, “B”, and “C” 
types of displays but also because the photo- 
graphs call attention to the fact that there 
is nothing unusual in our display methods. 
All of the displays used in the tests were 
developed by the research staff on the basis 
of displays commonly seen in stores. I 
should point out that I am not a display 
designer, nor does any member of my staff 
claim such distinction. 

Eighty per cent of the time we succeeded 
in executing —within the fixed frame of 
our defined limits—displays which increased 
the number of passers or stoppers. Twenty 
per cent of the time we failed to create 
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displays capable, in some respects, of in- 
creasing the size of the looker-stopper 
audience. In no single instance, however, 
did we fail to win at least a part of the 
objective. The photographs I have just 
shown you represent one of the test series 
in which we failed partially because we 
were not always able to secure in the 
actual tests all of the factors we sought 
when the display test plans were defined 
and drawn. Eighty per cent of the tests 
were successful. 

Despite the geographical differences — 
despite differences in the type, the size and 
the volume of the stores concerned — the 
general tendency of the tests shows that 
display fundamentals which operate in one 
store located in one city apply also to 
other stores in other cities. 

The interior tests are especially significant 
because three groups were tested in Miller 
& Rhoads, Richmond, Va., during the week 
of October 11th to the 16th, Monday through 
Saturday—while simultaneously in St. Louis, 
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Mo., under the supervision of Professor 
Firth, basically the same tests were con- 
ducted in three different department stores 
— Scruggs, Vandervoort & Barney; 
& Barr; and Stix, Baer & Fuller. 

Here is another lamp display test indi- 
cative of the positive type of results repre- 
sented in the successful 80 per cent of the 
tests. 


Famous 


Forty-two per cent of the “A” 
total traffic looked at the display. 
Forty-four per cent of the “B” display’s 
passer traffic looked at the raised display 


display’s 


Forty-five per cent of the people who 
passed the “C” display looked at the lamps 
shown in a contrasted setting 

In this test the “B” and “C” displays dis- 
charged the basic function of all displays by 
increasing the size of the looker audience 
for the circulation, or the exposure of 
merchandise, to more people at the point-of- 
sale. 

The stopper audience—which is especially 
significant with respect to interior display 
because it gives the merchandise, the sign 
card, and the sales person the opportunity 
to conclude a sale—was increased in this 
test from 12 per cent in the “A” version to 
14 per cent in the “C” version. 

Here is the picture expressed on the base 
of 100 people in the stopper classification : 
For every 100 people who stopped at the 
A” display, 110 people stopped at the “B” 
display, and 126 people stopped at the “C” 
display. 


You have seen how the “B” and “C” 
displays won an increasing audience of 
lookers and stoppers. Therefore, we may 
say that they are “good” displays because 
they did the job which they are supposed 
to do. We know they are good displays 
because we measured and _ recorded the 
effect of each upon its audience. We have 
not speculated, nor have we expressed an 

[Continued on page 107] 
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by Louis Gehring 


Display Designer and Consultant 
New York 


Arrangement: This early spring promotion consists 
of three definite units. Its very simplicity makes it 
appealing. 


Properties: The lone mannequin gives the display 
a certain dignity and smartness. The young bud- 
ding trees have an air of delicacy about them. 
They are painted on screens placed on either side 
of mannequin. Large copy card is casually placed 


° \ r 
n iower foreground. 





Arrangement: Several elements combine to form 
a single unit in this St. Valentine's promotion of 


Properties: The mannequins’ frilly white blouses are 

accented against large red hearts, making a pleas- 

ing contrast. Hearts are placed in an interesting 

arrangement. Copy streamer is drawn through 
wer heart unit. 
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Arrangement: Two units are noted in this St. Val- 
entine's display. It has charm and eye-appeal. 


Properties: An ethereal atmosphere is created by 
cloud effect and stars. A cluster of shiny baubles 
gives an added accent. The golden-haired manne- 
quin in all her captivating charm appears to kneel 
over a choice selection of perfumes. Copy card is 
placed on suspended cloud. 
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.| COMING UP 


————— 


Arrangement: Three units are noted in this men's | 
shirt display especially promoted for Valentine's 
Day. 


Properties: The three shirts are displayed at differ- 

ent levels. A bright red heart is attached to each 

with ribbon streamers extending from hearts to 

copy card. Other shirts are grouped on floor of 
ei an window. 

/ Mi 

bbe riffs <” 

pene > 
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Arrangements: This men's hat display consists of 
three units and is a splendid tie-up with commemo- 
rating George Washington's birthday. It is simple 
in arrangement and nicely balanced. 


Properties: The unit at the left consists of hat box 
in which dowels are thrust to support hats. Large 
cross section of log appears in center. Hatchet i: 
thrust through it and copy on log reads — ''We tell 
the truth when we say ‘no better buy’ "’.. .Single 
dowel displays hat in this unit. A small group of 
hats is displayed at right along with copy card. 





Arrangement: This men’s wear window is made ut 
of three units, neatly arranged. 


Properties: The month of February reminds us to 
prepare for more piercing days ahead. Three 
overcoats are displayed and, for necessary atmos- 
phere, a closed umbrella and suspended cloud unit 
with snow flakes and thermometer. Copy card is 
shown in lower foreground. 














tS) Christmas-time 1 Southern Cali 
fornia, and Santa Claus parades down 
Hollywood boulevard we mean Christ 

s Tree Lane every night, suitably es 
corted by an honor guard of leading motiot1 
picture and radio stars kvery store, trom 
thy smallest t the largest, 1s decked out 
in all its holiday finery And in the center 
Pershing square in downtown Los An 
gveles is a gaily decorated 95-foot Christmas 
ee. Even the weather seems to have gottet 
t Christmas spirit. It’s so cold that it 
vouldn't Prise if Los Angeles had a 


mw tor the Christmas displays 
Display Director Louis Craig did an inter 
esting Christmas series at the F. C. Nash 
Company 1 Pasadena Phe Nas Christ 
1as. theme Leave No One Out This 
Christmas” was dramatized rather amus 
ingly in one of the windows The back 
vall was decorated to resemble the front ot 


which was 


i house, as pictured The door, 
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Glamorous Christmas Preview 


lightly ajar, had a large wreath on it and 
1 


the floor ot the 


artificial snow 


display was covered with 
\ small, rather torlorn dog 
sat patiently in the snow eyeing the door 
ind waiting to get 


house. \ 
1 


mannequin stood at one side of the door- 


inside the 


wav. On the other side was a snow covered 


evergreen with thick clusters of large pine 


cones on its branches. Suggested Christmas 
eiits were shown spilling out of the door- 


Wal The brick wall of the house was a 


Christmas red, making a_ vivid contrast 
dark Christmas green of the back 
Colored filters 


the spotlights to give the 


with the 
wall itself were used on 
what 
but Christmasy, look”. 


window 
Craig calls “a cold, 


The series was a real eye-catcher and a 


—Upper left and right, by Stanley Thompson, 

The May Company. . . . Lower left, by Louis 

Craig, F. C. Nash & Co., Pasadena. ... 

Lower right, by Ernest Nardini, The Broadway- 
Crenshaw— 
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irom the 
Christmas windows we see so often. 


refreshing change 


1948 


stereoty ped 


At The Broadway-Crenshaw, Display D1- 


rector Ernest Nardini made his tribute t 
Christmas in the 


) 


form ot a two and a 


half ton display emblazoned across the en- 


tire side of the store. The 


Crenshaw 


Broadway- 
has a huge parking lot in back 


of it and Nardini used the entire side ot 
the store facing the parking lot for a gigan- 


tic electrical display which was more that 
120 feet long and some 60 feet high. The 
display portrays Santa Claus in his eight 
reindeer-power sleigh coming in for a land 
ing on top of the canopy that extends ove! 


l 


the parking lot entrance to the store. The 
heroic size of this display is most striking 


Santa’s height, from the sleigh to the top 
his head, is 9 feet. And the steel tubi 


sleigh shafts are 70 feet long. The rein- 
deer would put any self-respecting moose 


to shame; they stand over 10 feet high an 
are 12 feet long. 


Fastened to the building 


| 


y 
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ack of Santa and his reindeer are some 
stars, ranging from 1 to 4 feet in dia- 
r. The steel and masonry canopy on 
ch Mr. Claus is landing is covered with 
ick blanket of artificial snow and has 
snow-covered Christmas trees ranging 
4 to 40 feet in height. At night the 
ay blazes with 23,000 watts of light, 
enting an untorgettable spectacle to the 
nally blasé Angelenos. Santa waves and 


to the incoming Christmas shoppers, 
display is wired for music, and Christ- 
carols ring out to add the final touch 
nostalgic beauty and enchantment to a 
derful display. 

illock’s in downtown Los Angeles always 
outstanding seasonal displays and this 
's Christmas series is no exception. 
play Director J. W. Miles’ presentation 
completely coordinated through all the 
dows and interior displays, as well as 
Bullock's newspaper advertising, direct 
and billboards. The theme was “Magic 


In Los Angeles 
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Christmas Gifts from Bullock’s”. To empha- 
size the magic angle, Miles used a little 
pixie character which was featured promi 
nently in all of the advertising and dis- 
plays. 

Bullock’s big Seventh and Broadway cor- 
ner window portrayed the story of “Santa 
Claus and the Snow Queen’ —a_ story 
written especially for the window. The 
fairy assistants of the Snow Queen were 
seen hard at work making dolls for Santa 
Claus. The figures, of course, were mecha 
nized. One was painting faces for the dolls; 
another ran a sewing machine, while a 
third fairy princess was teaching the dolls 
In the background 
were the story book doll trees, with story 
book dolls dangling from the branches. 


to bow and say “mama”. 


—Upper left and right and lower left, by 
J. W. Miles, Bullock's. Lower right, by 
Anthony Golff, Milliron's— 









By 
JOHN L. COONEY 


Che trees were mechanized, too, and rocked 
back and forth. Also in the background 
were Santa Claus and the Snow Queen, who 
were turning from one side to another as 
they supervised the work of the fairy prin- 
cesses, 

For Bullock’s Hill street windows, Dis- 
play Director J. W. Miles used a deep 
electric-blue background, against which was 
hung a stylized wreath and ornament ball 
made of white manzanita with a magenta 
bow and magenta Christmas tree orna- 
ments. In the corner of each window, pre- 
siding over a collection of “Magic Christmas 
Gifts from Bullock’s” was a small fairy 
princess —a smaller version of the figures 
used in the large corner window. The 
Broadway windows at Bullock’s used the 
same color combination, an electric-blue 
background, stylized garland and wreath of 
white flittered lace and magenta ornaments 
\ large gift chest, lined in magenta and 

[Continued on page 100) 
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New York Display 


By VIRGINIA ROEHL 
Virginia Roehl Studio, New York City 
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" AGNETIC Winter Navy —toast of 
this brilliant Season” was the dis- 
play story in the four Franklin 
Simon windows. For this dramatic presen- 
tation, Display Director Winston Jones 
adapted a theatre technique in using side 
wings of draped muslin, which were painted 
in gray and hung from leafless branches. 
The branches were lacquered in navy blue, 
then treated with mica and snow which gave 
them an effective frosted look. 

In the foreground, navy blue accessories 
were shown on similarly treated branches 
and as contrast to the featured navy blue 
a china silk drapery in a yellow gold with 
a fringe of navy blue beads made a partial 
backdrop. The mannequins appeared hap- 
pily unmindful of the heavy snow carpet 
underfoot and which heightened the atmos- 
phere of the winter season. 

“Time to get in that Anti-Freeze” was the 
amusing theme in a series of windows at 


Scene 


Bloomingdale's when E. von Castelberg, in 
charge of window displays, showed with a 
delightfully light touch a complete winter 
wardrobe including undergarments as well 
as those for outdoor wear. 

In the accompanying illustration, there 
was a tremendously successful presentation 
of the feeling of winter season. The frame 
house, olive green in color, bore the marks 
of a heavy snowtall and through the frosted 
window could be seen a lighted milkglass 
and brass lamp which gave the effect of a 
cozy interior. Even the two pigeons perched 
on the fence looked chilled. The snow-fence 
in the back of the display was real, and 
was picked up and extended into the painted 
backdrop in the adjoining display, which 
was of a snow-covered hillside. The man- 
nequin stood deep in snow and wore a 
warm coat and hood, forest green in shade, 
with red woolen stockings and red snow- 
boots which had white cuffs. The playful 
papier mache terrier also had a share of 
the snow on his head. 

The decorations of the Christmas card 
shop at Lord & Taylor’s gave a charming 
preview of the delicate and airy seasonal 
trim which was later installed throughout 
the main floor by Edgar Tallman, in charge 
of interior displays. 

Pure white branches were hung with 
aqua, magenta, chartreuse, silver and gold 
balls and further enhanced by tiny white 
spot bulbs. Papier mache angels, with 
white spun glass costumes and headdresses, 
floated through the branches —each intent 
on writing its magenta Christmas card — 
this held in one hand while in the right 
hand was carried an ostrich pen plume, 
sprayed in aqua and silver and fitted with 


—Top, by Winston Jones, Franklin Simon & Co. 
. . . Center, by E. Von Castelberg, Blooming- 
dale's . . . Left, by Edgar Tallman, Lord & 
Taylor . . . (All photographs by courtesy of 
Virginia Roehl Studio, New York City) — 
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—Left column, top and center, by Edgar Tall- 

man... Below, by Gene Moore, Bonwit Teller 

. . « Right column, top and center, by Sidney 

Ring, Saks-Fifth Avenue ... Below, by Gene 
Moore— 


a gold point. Accompanying the angels 
were sparrows, doves and fantastic birds - 
these also of white spun glass. Here and 
there through the branches appeared silver 
tinsel birds’ nests. As background for the 
branches the floor columns were enclosed 
in silver-board panels on which tree tops 
were painted in white. 

The decor set by the Resort Shop at Lord 
& Taylor's was also established in the plat- 
form settings in the adjacent main aisle. 

The main point of interest was the old 
fashioned bathing beauty —in any number 
of playful and coquettish poses, this being 
a blow-up photograph of an old print, done 
in black and white and pasted on the back- 
ground panel. Tropical fish were either 
painted directly on the panel or in the 
form of blow-ups from prints and painted 
in the tropical colors. In the shop many 
of the fish were mounted and slightly pro- 
jected from the background in order to 
serve as hangers for the bathing suits. 

“Obviously the loveliest woman dancing 
will return to this chair’ made the copy 
which was carried with a series of shadow- 
boxes used as ledge treatment throughout 
the main floor at Lord & Taylor’s. A sheer 
white stole, lace handkerchief, pearl bag, 
gold roses and a_ bracelet were worthy 
treasures grouped on the pink satin seat of 
the chair. The pink satin served a double 
purpose in that the front legs of the chair 
were tacked to the seat while the back 
part of the chair was applied flat to the 
gray backwall. The chair, of wallboard, 
was done in dull black finish. The blow-up 
of an old engraving applied on the right of 
the background panel suggested the door to 
the ballroom where the lady was dancing. 
A pink satin drapery with black fringe was 
carried at the upper right and the tilted 
floor was covered with a ruby red rug. 

“Hand-made dreams to have and to give” 
was the well chosen headline used in the 
sonwit Teller windows for a presentation 
of exclusive lingerie. 

The enchanting settings created by Dis- 
play Director Gene Moore showed capti- 
vating little cherubs so busily at work on the 
“handmade dreams”. Three of these little 
starched white lace cherubs with their neat 
curls and tiny wings share a swing with 
the mannequin in her diaphanous yellow 
gown. One held yellow roses and a yellow 
tape measure while one ot her angelic 
companions, with pins in her mouth, was 
busily sewing and the third nicely balanced 
herself by holding the white satin rope of 
the swing and the corner of another yellow 
gown. 

The blue backwall was curtained with 
crinkled cellophane that glistened in the 
blue spotlight and also shed moonlight on 
the mannequin’s face. In the adjoining 
windows the little cherubs were posed in a 
variety of different ways such as on a see- 
saw, on high white stools, in little wicker 
love seats —all of them delightful. 

A black gloved hand held the copy card 

[Continued on page 99] 
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HEN officials of the B. R. Baker 

Company, one of Cleveland’s oldest 

and largest men’s furnishings stores, 
decided to modernize the second floor cloth- 
ing department as part of a $300,000 pro- 
gram, they visualized an atmosphere which 
would be appealing to masculine taste 
Lighting and decoration were given careful 
consideration. 

Opened to the public a few 
this remodeling objective has been tastefully 
fulfilled. As one enters the department 
from the elevator one’s attention is imme- 
diately directed to open cabinets containing 
in the 


W eeks 


ago, 


suits, which are arranged diagonally 
center of the floor. They have 
placed to make their contents easily visible 
and to allow unobstructed 
view of the selling area. 


been SO 
customers an 


\ quick tour of the floor’s 10,000 square 
feet of selling space reveals walls painted 
alternately in a tint of yellow and French 
gray as a pleasant change of pace in the 
scheme. Handsome _ functional 

modern, comfortable furniture 
masculine environment. 
carpeted except for the 


decorative 

fixtures and 
contribute to the 
The fully 


Lighting 


floor 1s 


area at the elevator which is covered with 
contrasting red and gray rubber tile 

Not only does the floor have an expansive 
selling area for apparel, but a handsome 
luggage department or “Luggage Loop” and 
fitting 


main selling area 


distinctive rooms set off from the 
Both have been carefully 
planned tor more efficient merchandising. 


At all 


the measuring and 


points in the clothing 
fitting room and 
lighting of quality and 


area, aS 1n 
“Lug 
color 


] OC yp”, 


Lage 


affords the opportunity for easy and accur 
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Menswear Department 


By LARRY CLEMENTSON 
General Electric Company, Cleveland 


ate appraisal of merchandise. It has been 
created to blend with the architectural re- 
quirements of the department. 

The entire ceiling of the selling floor was 
dropped 2 feet for improved appearance and 
to accommodate fluorescent and 
fixtures. 4,500- 
degree white fluorescent lamps are located 
in 4-foot 16-inch troffers with 
louvered bottoms running parallel to racks 
that maximum vertical illu- 
may be obtained. troffers 


recessed 


filament General Electric's 


long wide 
and tables so 


mination These 





were especially designed with greater width 
than usual to allow a higher output of 
light and good scale with the interior. 
Rows of filament downlights, each con- 
taining a 300-watt lamp, alternate with the 
fluorescent lamps. With this arrangement 
and this combination, an average of 50 
footcandles in provided in the 
selling area. 
Among the many 
area are the open 
which line the walls; these are arranged in 
manner, making their contents 
one end of the floor to the 


service is 


features of the clothing 
stock cabinets for coats 
an offset 
visible from 
other. 

The cases are lighted by a row of 40-watt 
4,500-degree white fluorescent lamps located 
well out from the clothing under the valance 
of each cabinet. Here the quantity of light 
is again ideal for easy appraisal. On the 
top portions of the coats there is an average 
of 70 footeandles and on the lower parts 45, 
partly supplied by the general lighting. 

Other supplementary lighting in this area 
includes spotlighted displays above the 
cabinets. PAR-38 spotlamps in “bullet” 
housings are used for this purpose. At the 
each = floor (the cases are 

[Continued on page So] 


end of case 


—lllumination is a combination of fluorescent 
and filament units, the former provided by 
4,500° white fluorescent lamps in rows of 
louvered troffers which are positioned to con- 
form to the general case layout below. Be- 
tween the troffers are reflector downlights for 
300-watt lamps ... In the “Luggage Loop" 
wall racks are given emphasis with a row of 
40-watt 4,500° white fluorescent lamps behind 
valances. Cove lighting helps departmentalize 
this section— 
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Michigan Avenue: 


ORMATION of the North Michigan 
Avenue Association was announced 
September, 1948 as a non-profit organi- 
zation of civic and business leaders of 
Chicago for development of the area trom 
the Chicago river to Oak street into a 
world center of commerce, fashions, and 
gracious living. The immediate objectives 
of the association are the construction of 
one of the largest underground parking 
areas in the world; zoning to assure high 
standards of tenancy, and the landscaping 
of Michigan avenue and adjoining streets 
from the Wrigley building and Tribune 
tower to the Drake hotel. 
The parking area, the largest of its kind 
east of San Francisco, will accommodate 





I+ 


3,500 cars, and will occupy a lower level 
at an estimated cost of $6,500,000. The 
area will be available to the public and is 
planned for the convenience of shoppers, 
residents, and tenants of office buildings in 
the district. 

Although the entire project was conceived 
and is being directed by Chicagoans, it 
already includes the cooperation of Eastern 
interests. Since the avenue plan was first 
announced in 1947, several improvements 
have been started as part of the overall 
project. Bonwit Teller, with headquarters 
in New York City, has begun construction 
of a Chicago store; Walgreen & Co. has 
completed a two-story building; Chandler 
Shoe Division of Edison Brothers has re- 
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modeled a building at Erie and Michigan 
and has opened a store at that location; 
Lyon & Healy recently opened a larger and 
modernized music store; Delman Shoe 
Company has remodeled and is occupying 
part of the Martha Wethered building. Con- 
templated improvements include a new store 
on the ground on Michigan avenue between 
Delaware and Chestnut streets, owned by 
Saks-Fifth Avenue; Peck & Peck, now lo- 
cated at 24 South and 660 North Michigan, 
is enlarging its North Michigan store; 
Webb & Knapp, Inc., prominent New York 
real estate firm, has acquired property be- 
tween Chestnut and Pearson streets and 
intends to erect a modern structure on the 
site. 

With so many modern buildings and 
shops under construction and to be con- 
structed, it is reasonable to expect inter- 
esting developments in display along Chi- 
cago’s famous boulevard as competition be- 
comes keener. 


treet Of 


Many of Chicago's small, exclusive shops 
are located in this area and because they 
specialize in particular types of merchan- 
dise, stocks are limited, necessitating an 
approach to display that differs greatly from 
the great department stores quartered on 
State street. Fashion presentations are 
more or less of a prestige nature, for ex- 
clusive, high-priced models can not be 
extensively promoted. 

The newest addition to Chicago's north- 
ward moving business district is the Del- 
man Shoe Company, manufacturer of wom- 
en’s footwear retailing from $22.95. The 
company has opened its own display rooms 
for the purpose of better serving the fash- 
ion-minded women of Chicago. The regal 
setting is an exact reproduction of the New 
York store with a decor decidedly Louis 
XV—one that distinguishes Delman shoe 
stores located in New York, Miami, Palm 
Beach, Beverly Hills, and Houston. Walls 
are painted soft pale green and are out- 
lined with delicate frescoes in designs of 
the period. Bleached furniture of Louis 
XV design is upholstered with material dyed 
to match the wall color and the generous 
use of full length mirrors and elaborate 
crystal chandeliers completes a princely set- 
ting of quiet elegance, in keeping with the 
superb collection of high-fashion footwear 
offered. 

Color and style are the principal char- 
acteristics of display employed at Russek’s, 
200 North Michigan, where displays are 
presented in a manner that follows the style 
of its store on Fifth avenue, New York 
City. Unlike the State street stores, mer- 
chandise is bought with the windows in 
mind to conform with a color scheme. For 
that reason it is necessary to schedule win- 


—Top, a display for Saks-Fifth Avenue, on 
Michigan avenue; Richard Landolf is display 
director. . . . Left, architectural conception 
of a $200,000,000 project for the development 
of Chicago's upper Michigan avenue, extend- 
ing from the Chicago river to Oak street— 
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—Right, a display by Charles Nelson at Peck 

& Peck. . . . Center, a display at Delman's, 

with an interior view of the latest addition to 

the firm's display rooms in the final  illus- 
tration— 


dows at least three months in advance for 
often fabrics require dyeing in order to 
play up an unusual color. To emphasize 
the color story, synchronized displays of 
coats, suits, gowns, and dresses featuring 
one color in a variety of shades make their 
debut in all Michigan avenue windows. 
Architectural motifs are the only props, 
although velvet draping has been intro- 
duced during the past few months. 

A deviation from the routine program was 
noticeable recently when original designs, 
flown directly from Paris, were displayed 
for a two week period alongside Russek’s 
own copies. Don R. Pearce is in charge of 
display at the Chicago store. 

Peck & Peck at 24 South and 660 North 
Michigan features women’s sportswear. It is 


Specialty 


i long-established store that has become 
display-conscious in a big way. Forward 
thinking is responsible for a completely 
modernized facade and the recent appoint- 
ment of Charles Nelson as display director 
for the five stores in the Chicago area. 

The two 30-foot windows are built on a 
low bulkhead and the open front gives an 
unobstructed vista of the interior and allows 
a close-up view of merchandise from all 
angles. All stock is arranged on open racks 
ind in bins so that the customer may have 
the privilege of examining and _ choosing 
whatever suits her fancy. This is an in- 
novation in selling exclusive merchandise 
but its advantages are rapidly becoming 
recognized, even at the expense of forfeit- 
ing prestige to some extent. 

The scene illustrated is typical of the 
firm’s new approach to display. Formerly 
lisplay had been overlooked to a _ point 
where the new director was faced with a 
problem of finding props and the ones he 
used for this window were improvised. The 
lisplay unit is half of a window frame, 
painted brown, and a panel covered with 
pink seamless paper. The grapevine that 
lirects attention to the accessory grouping 
was sprayed pink and adorned with clusters 
{ gilt oak leaves and flowers ... the pink 
bird cage added as a decorative touch. 
Pink seamless paper with a deckled edge 
was arranged on the floor as a foil for the 
ink and brown garments, highlighted by 
soft pink lighting. 

Not illustrated is a display for a large 
shipment of Scotch apparel and woolens 
eceived via American Airlines by Jerrem’s, 
324 South Michigan avenue, just 24 hours 
ifter leaving Scotland. The arrival of this 
shipment was greeted in Chicago by the 
British general consul, officials of the air- 
ine, United States Chamber of Commerce, 
he Chicago Merchants & Manufacturing 
‘lub, and Jerrem’s with appropriate music 
supplied by bag-pipes. Jerrem’s specializes 

[Continued on page 86) 
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State Street On Dress Parade 


By SHIRLEY WARE 


HIS Christmas season brings a spec cil has been staging Yuletide festivals and Although the tremendous job of installa- 
tacular display to Chicago’s famous Chicagoans have been led to expect a stu- tion this year required the mounting of the 
shopping center For more than a_ pendous show at the Yule season each year deer in October, lights were not turned on 
quarter of a century the State Street Coun- More than $60,000 was expended for the until Santa Claus officially made his entry 


1948 decorations to make the six blocks on 
State street — where the great department 
stores are located—the most glamorous 
Christmas thoroughfare in the world. 
Seventy-four white reindeer, 12 by 16 feet, 
of papier mache and steel leap over every 
light standard from Van Buren to Lake 
street, high above the shoppers. Driven 
by two Santa Clauses in huge sleighs at 
opposite ends of the Loop district, the two 
teams converge at Madison street, an inter- 
section known as the busiest corner in the 
world The scintillating harness and reins 
by which the Santas guide their steeds 
were made of base metal foil and conceal 
thousands of green 60-watt bulbs—more than 
a hali million watts of light to dazzle shop- 
pers and help kindle the spirit of Christmas 
in their hearts 

It has become a_ tradition that Santa 
Claus should pay his annual visit to Chi- 
cago early in November and his entrance 
at the head of a tovyland parade is a signal 
for all stores along the route to unveil their 
toy windows 


—Top, and lower right, by Clement Bradley, 
| Carson Pirie Scott & Co. .. . Lower left, by 
Arthur Gault, Chas. A. Stevens & Co.— 
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—Top, by Reed Schlademan, The Fair Store 
.. . Center, by Ray Bianchi, Goldblatt's 
Below, by Reed Schlademan— 


order to make the gala event the signal 
that would touch off the annual orgy ot 
(hristmas buying. 

With the State Street Council setting the 
ace, merchants stretch their budgets to 
vie for attention in a breathtaking drama 
that pays off with increasing dividends each 
succeeding year. 

The fashion windows of Carson Pirie 
Scott & Co., by Clement Bradley, display 
director, were pictorial masterpieces of a 
winter wonderland of mystic beauty. (First 
illustration.) A soitly falling snow on State 
street would be nature’s contribution to the 
white Christmas which Bradley succeeded 
in reproducing in six pure-white woodland 
scenes that gained drama by a softly lighted 
blue background. 

In the one pictured, a sleigh is tufted with 
white satin and sprinkled with ermine tails, 
pearls, and silver balls. In the distance 
there are turrets of a white fairy castle. 
The especially designed white mannequin 
wears a tulle evening gown with a silver 
sequin bodice, in a wilderness of white trees 
to which are attached balls of white mara- 
bou and lace-like stars. The woods are 
filled with snow-birds and fairy ballerinas 
e attracted to the fabulous array of gifts 
massed in the sleigh. A white flocked chan- 
delier, studded with silver Christmas tree 


ornaments, casts a subdued light over the 
foreground to express a mood of enchant- 
ment from which the series acquired its 
title of “Gift Enchantment.” 

\ Victorian theme was carried throughout 
four advance Christmas windows at Chas 
\. Stevens & Co. to accent the elegance ot 
he lingerie gift suggestions displayed 
(Second photograph.) Against a background 
lighted in deep mauve-pink and extending 

full length of the windows, Display Di 
tor Arthur Gault hung large antiqued 

ld shadow-boxes, each fastened midway 


gold pole garlanded with lacquered 


lhe shadow-boxes, lined with blue-green 

irbleized paper, were a decoupage com 
position in a sentimental mood of the late 
nineteenth century, with elaborate antique 
pull-out Christmas cards, delicate cardboard 
s and little “Christmas children” remi 
niscent of the paper dolls of that era. 

lhe mauve-pink note was repeated in a 


hter shade for the free form “snow” 
ring as a foil for slippers, perfumes 
gerie and Christmas packages wrapped 
metallic moire foil paper of pink, mauve 
gold and tied with purple ribbon and 
tique Christmas tree ornaments. 

-obes and gowns (like those of nylon 
ide and lace-trimmed satin worn by 
nequins in the illustration) were bon 
delicacies of elegant femininity 

irson’s series of story-book windows 
ited the adventures of “Meow”, Carson's 
rpretation of a mischievous cat, in eight 
nes. The story, in poetical phrases, was 
en by Clement Bradley, who has been 
missioned to telecast the tale during a 
lren’s hour program. The fairy tale i 
» to be published in color for a children’s 
mal book to be distributed by Carson 
e Scott & Co. 


[Continued on page 82] 
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Just ask yourself 


Who gets the Blame 
for High Prices? 





It’s over your counters that your customers shell out those high 
prices that hurt so much. They don’t pay the manufacturer. They 
can't pay labor. They pay you! 





And so they blame you! 


You can fight this stigma, and at the same time strike a major 
blow at the inflation that threatens your entire business, when 
you advertise U. S. Security Bonds. 


Purchase of Security Bonds by your customers reduces the 
potential for credit inflation, stabilizes business, keeps money 
in your community, makes better customers for you. 


To restore the confidence of your customers in you, to demon- 
strate that you are side-by-side with them in the same battle, 
advertise and display this symbol and slogan! 


IGH PRICES 9“ America’s Security 1s Your Security” 
BUY secuniry BONDS 





This campaign will be nationally advertised, nationally broad- 
cast, nationally displayed. Customers will look for the slogan 


and symbol in your advertising, in your store. 


You benefit yourself and your country by making this plan 
work. If you haven't yet received your complete Advertising 
and Promotion Kit, write to Retail Consultant, Advertising 
Section, U. S. Savings Bonds Division, Treasury Department, 
Washington, D. C. 


Treasury Department acknowledges with appreciation the publication of this message by 


DISPLAY WORLD 


Cincinnati, Ohio 











948 





DECEMBER, 





1948 


Voice of visual selling 


Speaking clearly and 
correctly to all shop- 
pers, signs today do a 
big selling job. Promo- 
tion at the Point-of- 
Contact is recognized 
by the top executives as 
one of the best media 
for increasing volume. 


Planning to remodel or 
expand your sign de- 
partment? Contact us. 
Our experienced staff 
is at your service. 


ON DISPLAY AT 
NRDGA CONVENTION 


Hotel Pennsylvania 
New York City 
Spaces 72 & 73 

January 10-14, 1949 


CALIFORNIA 
DISPLAY INDUSTRIES 
MARKET WEEK 


Hotel Biltmore, Los Angeles 
January 17-22, 1949 


See a demonstration of the new Line-O-Scribe Sign Department Unit 
with professional printing for your Point-of-Contact selling. 
tively combines styles and sizes of type that uphold the quality of 
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your merchandise and your store. 


THE MORGAN CO. 








3984 Avondale Ave., Chicago 41, Ill. 
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Chicago. And in recent months there has 
been a noticeable trend toward blotting out 
the window walls with a monotone of paint 
or paper in a deep color, or—if a light 
shade is used—lighting is employed in 
such a manner as to wash out the walls, 
creating an illusion of space. 

A number of great stores are not men- 
tioned in this article for the reason that 
they are discussed at length elsewhere in 
this issue. 

Marking the progress in State street's 
extravaganza is a new approach to display 
at Chas. A. Stevens & Co., a women’s 
apparel store. In dividing the island win- 
dows by a wall a coherence is accom- 
plished that gives fast-moving traffic a 
picture impression heretofore lost by a 
reflection from the surrounding windows. 

Stevens’ new merchandising philosophy is 


Display Here And There 


Y virtue of Chicago's geographic loca 





tion alone it is destined to become a 
leading, creative style center. Its 
transportation facilities make it a great 
central market Serving the city are 1] 


airlines and 39 railroad arteries with rami 





fications that reach every section of the 
nation Its six great passenger stations 
deposit traffic at points from which the 


heart of the city 1s easily accessible 





With all of its biggest department stores 





and many specialty stores located on State 
street within an area of four blocks, Chicago 
has a convenient and time-saving shopping 


district that attracts countless out-of-town 
customers, in addition to local shoppers. 


Show windows along State street have 





long been one of the city’s major attrac 

tions, and in this article we propose to 

take vou for a short tour of the city’s stores 

and their displays he 
\s 1! other fields there Aare fashions and =A 

trends in display There has been a grow 

ing trend to smaller, tramed windows in 


concentrated on establishing a_ reputation 
for knowing fashions and creating a more 
dominant character for the store. Funda- 
mentally this is being done by teaching 
employes fashion trends, coordinating dis- 
play, both window and interior, with ad 
vertising, and daily fashion shows. Its 14 
major windows, which are changed twice 
each week, exploit fashions through their 
emotional appeal . . . selling a mood witl 
props that are beautifully illustrative of the 
theme, rather than the item type of met 
chandising. This is the fashion credo ot 
Stevens’ as it goes into high gear to meet a 
competitive market 

Illustrative of this new approach’ was 
Stevens’ fall promotion emphasizing — th 


—Elaborate ceiling and floor treatment is 
seen in the beach window at the upper left, 
by Reed Schlademan, The Fair. . . . Immedi- 
ately above, a display at Spaulding's, by Sam 
Kaye; this store has an open front. . . . Left, 
one of 26 windows promoting Botany fabrics 
at Morris B. Sachs, Inc., where Les Barofsky 
is display manager. . . . (This photograph is 
by courtesy of F. A. Kuehn & Co.)— 
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has trend toward the elegance of the Victorian 
out era through the coordination of advertising 
sere and display under the theme: “Once again 
ont as in 1889 fashion is a full blown rose.” 
™ Arthur Gault, the director of display, scouted 
ills, for Victorian props in out-of-the-way 
antique shops in Greenwich Village. Among 
snail the treasures he found were a quaint Frank- 
that lin stove, a massive mirror with a mag- 
as nificent hand-carved frame, a daintily carved 
: commode, tables, and a variety of brass 
rela and wooden wall sconces. These were re- 
lay paired and refinished in the display depart- 
_ ment to harmonize with the color schemes 
sand of the windows. 
cal Walls of the windows were painted a 
3s soft blue-gray and flooring left a natural 
., parquet so that the modern fashions and 
earn old Victorian props received full emphasis. 
ec Large iridescent taffeta roses in antique 
In Chi 
Nn ica Gg O MARIE HOSFIELD 
promotion with the same Victorian props 
Display at Carson Pirie Scott & Co. ts 
: - always an exciting venture into the realm 
+ - of make-believe. Major promotions are 
- . handled with a theme continuity that is 
e Ai impressive by the correlation of props and 
a merchandise in miniature stage settings, 
each complete within itself and completing 
Re : a part of the whole. Decoratively, such 
Rin . ¥; = — windows have an understandable appeal to 
\\\ Me i }. 4 the average shopper. Their continuity in 
r oe delibly impresses window trafhe and assures 
4 a the displayman that his message, by repe- 
ta tition, is more firmly anchored. 
At Goldblatt Brothers, 90 per cent of the 
4 display material is designed, built and 
ary finished in the central display department 
we sion \ completely equipped department is main 
ae Ke tained at the State street store to prepare 
=e ' all display properties, signs, and art work 
for windows and interiors for seasonal and 
store-wide promotions; these promotions 
are coordinated throughout the entire chain 
: of some 16 Goldblatt stores. 
wi se and deep green were used on window [Continued on page 88] 
ies ards and in bell-jars together with fans, 
— egret feathers and wax Iruits as aCCESSOries 
dis to the fact that fashion at Stevens’ is a 
we ‘tull blown rose.” 
ne Window copy was printed on an_ old- 
ae ishioned white rose silhouette overlaid on 
heal blow-up ol the cover of Stevens’ 1889 
vit! all and Winter Special ( atalogue.” | Che 
the ver, featuring a lady in ermine with a 
net oof-top” hat, provided an appropriate 
. ad nk between the windows and advertising 
Pg motions which stressed the similarities 
fashions offered by Stevens in 1889 and 
— un in 1949, 
+1 The merchandise was displayed for three 
s, then was replaced by a lavish fabric 
is —Upper left, a display by Sam Kaye at B. 
ft, Nathan's. . . . Upper right, by Arthur Gault, 
ji- Charles A. Stevens & Co. . . . Immediately 
im above, illustrating the use of reflector mats 
ft, placed before each mannequin to transmit 
cs light from four-cluster ceiling spots; the dis- 
ky play is by Reed Schlademan. . . . Right, a 
is miniature piano of papier mache was used as 














chief prop by Sam Kaye at Toby's Frocks— 
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tee” IS ALWAYS HELPFUL IN 
MAKING WINTER DISPLAYS 
THAT SELL YOUR MERCHANDISE 


‘SNO BLOCK 


REALISTIC SNOW TEXTURE 
FIREPROOF + LIGHTWEIGHT 


‘ 4d 








& bg . ‘3 


ie 


EASILY* SIZE 15%22x6 


Sta 4 
CLEA 





FROSTEE DISPLAYS will stimulate 
interest and maintain the urge to 
buy merchandise which is on dis- 
play while the viewer gazes with ad- 
miration upon the realistic Frostee 
Synthetic Sno setting. Frostee Sno 
is a display material that is flexible 
in its uses. The same Blocks can be 
used many times for winter mer- 
chandise displays. 


Winter Yses 


WINTER CLOTHING .. . Children’s 
Snow Suits, Overcoats, Sweaters, 
Woolen Blankets, Mittens, Hi-top 
Shoes, Galoshes, etc. 


WINTER SPORTS EQUIPMENT ... 
Skis, Sleds, Skates, Hunters’ and 
Sportsmen’s Supplies, etc. 


AUTOMOTIVE EQUIPMENT... 
Anti-Skid Tires and Chains, Auto 
Heaters, Anti-freeze Radiator Prepa- 
ration and special winter oils and 
greases for Winter Driving. 





Manutactured By 


——" DISPLAY JOBBER “HE Has 


ILLINOIS FROSTEE SNO BLOCKS AND FLAKES IN STOCK 
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can be produced better, more 
inexpensively and quicker on 


the 


SHOWCARD MACHINE 








ENGLISH 
woot HOSE 


stripes and plaide 








All sizes from the small price 
ticket up to 25x36 inch cards 
or streamers 


en’s 
ers, 
-top 


and LEADING STORES - EXACTING DISPLAY 


MEN are more than pleased. 


kuto Showcard is the machine that has met the 
aaa Ss howeard most exacting requirements of the leaders in 
MACHINE COMPANY the display field. Dependable, easy to op- 


erate, neat, built to stay in good operating 





1196 MERCHANDISE MART - eee ; 
CHICAGO 54, ILLINOIS condition. Lét us furnish you “with case his- 





tories” of users with all kinds of requirements. 


Write for details and prices. 











DIV. 33-8-4-6 VALENTINE 

—Among the great merchandising operations of Chicago is that of 
Sears, Roebuck & Co., in whose central display department are set up 
model windows which are then photographed as guides for Sears stores 
throughout the country. Something of the system followed is indicated 
by the two illustrations here showing displays for coming seasons .. . 
The Valentine window has a light blue background with heart shape cut 
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from brilliant red: doilies with light blue ribbon form a border. The 
artwork is light and dark blue, red and yellow, and the floor is to be 
For the flannelette sleepwear window, the 
The art- 


. These two displays are excellent examples 


covered in brilliant red... 
background is jet black covered with delicate pink netting. 
work is in pink and black. . 
of the way Sears makes an effective display out of many articles— 
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Stores specializing in quality merchandise 
prefer Northern Display Fixtures. 


Complete lines are available in two styles. | 
Solid maple fixtures in clear blond finish. Solid | 
oak fixtures in limed oak finish. 


Distributors: There are still some territories | 
available. Write for illustrated folder. 


NORTHERN 





Di FIXTURES 


IVISION J OF NORTHERN MILL & TURNING CO 


FRANKLIN PARK, ILL. 


3524 MARTENS ST. 


cur SW 
WINDOW DISPLAY 
AT HOME 


Easy Home Study course showing 
how to do every phase of window 
display work. Carry out our instruc 
tions in your own windows and 
learn while you earn. 








Largest and oldest school of its kind. 
Founded 1904. 


Write for literature. 


THE KOESTER SCHOOL 


300 W. Adams St., Chicago, III. 








Vi 


THAYER & CHANDLER AIRB 


Vir 


Send for ¢ 


\ THAYER & CHANDLER 
910 W VAN BUREN ST., CHICAGQO.ILL. 











USE THE 
OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 
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DISPLAY WORLD 


Display Contest 
For Pepperell 


Pepperell Manufacturing Company, Bos- 
ton, has announced a display contest for 
its retailers throughout the country, with 


prizes to be shared by displaymen and do- 


mestics buyers of winning stores. The 
contest will run through January, when 
sheet sales customarily hit the best levels 


of the year. It is open to all retail outlets 
which sell Pepperell’s four 
erades of sheets, with winners to be selected 
both 


any or all of 


from photographic entries showing 


window and interior displays. 

Bonuses will go to winners whose entries 
Pepperell 
with $500 


feature the  top-grade sheets. 
Prizes will total $1,950 


possible bonus ot S100 going to the 


and a 
winner 
of first place 

material 


offered dealers 


promotions 


Display will be 
and the 


will be 


sale” 
national 
Pepperell line. 


“white 
backed up by 


January 
magazine 
advertisements featuring the 


Mannequin In Street 
After Explosion 


Several display windows at 
Dallas, out 
quin tossed into the middle ot Main street 
recently as the small blast in 
the store’s air conditioning machinery. No 
one was injured by 


Neiman- Mar- 


were blown and a manne- 


result of a 
the explosion 


Menagerie’ Cutouts 
Are Introduced 


Oil paint cutouts under the name of 
“Menagerie” have been introduced to the 
display field by Menagerie & Co., 10818 


Santa Monica boulevard, West Los Angeles. 
Designed by Don the cutouts 
are of barnyard fowls and animals, approxt- 
14 by 14 elephants, 
like in sizes 23 by 25 inches 


Townsley, 


mately inches, and 


camels and the 
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—A 35-foot Easter basket was used by Marshall 
Field & Co., Chicago, last season, as shown. 
Made of wallboard and wood and filled with 
fresh tulips, the basket holds giant rabbits while 
at its base are more rabbits and children 
in a garden of growing tulips— 
The are designed to go on walls, 
windows, or any smooth surface; the backs 
treated to be whe! 


cutouts 


are especially adhesive 


dampened. 





| —Evening gowns featuring the Empire line heralded a "Return of a Regal Fashion" at Marshall 
Field & Co., Chicago, with the background treatment in the Directoire mood. 


John W. Moss 


is display director— 
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isplay Is On A G 


Hilf name Marshall Field & Co. has a 
magic all its own in the minds of shop- 
pers and retailers alike. Hence it is 
of particular interest to know that display 
is regarded highly at the famous Chicago 
Store 
Who is behind the colossal task of keep- 
ing Field’s dressed in gala attire around 


1 


the calendar year after vear: John Moss 
is the director of design and display for 
all of the company’s decorative activities 
that reach the public eve He was born in 
St. Louis, and was graduated from Princeton 
university where he studied = architecture 


and industrial design \iter leaving the 





DISPLAY WORLD 


—Each year the columns in the toy depart- 

ment are surrounded with candy canes; new 

groupings of toys appear each Christmas, but 

the canes have become an identifying mark 

during the past four years. . . . Anton Fritsch 

applies the finishing touches to a character 
mannequin— 


university he was employed for a number of 
years as industrial designer in New York 
City, coming to Marshall Field & Co. in 
1942 as director of design. In 1933 > Moss 
designed many of the exhibits for the Cen- 
tury of Progress held in Chicago, and until 
1939 was active in designing for similar 
expositions in other cities. 

Credit can also be given to a small army 
of men and women who help fashion the 
awe-inspiring settings. The vast areas 
within the store and in some of the win- 
dows permit spectacular scenes which would 
be circumscribed by limited space in other 
stores, 

There is a staff of decorators who create 
designs for model rooms and houses; there 
are window display, interior display, sign 
and design bureau) employes who work 
under the direction of Moss. 


In addition to the State street store there 
are three suburban stores and “The Men’s 
Store” to be cared tor by this department. 
There is a total of 105 windows that must 
be redone every ten to 14 days, and count- 
less incidental and departmental displays 
on all floors of the five stores that need 
the attention of the design and display de- 
Interior and exterior display 
sections are headed by individual managers ; 


partment 


employes of both are interchangeable, de- 
pending on what is to be done. 

The bureau of design creates all designs 
that have a decorative angle, including 
architectural designs for various depart- 
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rand Scale 


ments, showcases, model rooms, store tur- 
niture such as the wire work furniture for 
the new French millinery room; publicity 
advertising designs ranging from store-wide 
promotions down to such small details as 
match book covers used in tea-rooms and 
in the two airport restaurants operated by 
Field's. Moss was responsible, for example, 
for the furniture and furnishings for the 
new “Cloud Room” restaurant at the Chi- 
cago Municipal airport. 

Labels for all merchandise, wrappings for 
packages, all gift and Christmas boxes — 
more than a million of them —come within 
the scope ot operations of the bureau of 
design. 

These various sections, because of space 
requirements for storing immediate material, 
are located above the selling floors. This 
necessitates the movement of material after 
store hours, but mannequin rooms are 
maintained near the windows on the first 
floor to facilitate quick changes. Proper- 
ties used seasonally are stored in a ware- 
house. 

The physical lay-out of the windows. is 
such that once the properties and merchan- 
dise are inside, it is a simple procedure to 
move them from one window to another 
through a long corridor at the rear. Work 
can be done behind drawn curtains with- 
out leaving the windows, saving much time 
in awaiting an opportunity to transport a 
large cargo. 

The large windows at the four corners of 
the store are approximately 24 by 24 feet, 
the smaller intervening ones are 18 by 10 


—John Moss and two of his assistants watch 

anxiously as the plans and work of months 

gradually converge, piece by piece, into an 

exciting whole as the main floor decorations 
are raised into place— 
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feet, and it is possible to carry out a theme 
in a series of two, three, four, or five set- 
tings, depending upon the importance of the 
promotion. Because of the low bulkhead 
and the great expanse of space, displays 
can be on a grand scale or modified by 
movable prosceniums when desired. About 
half of the entire window area is ordinarily 
reserved for fashion presentations, the re- 
maining windows being devoted seasonally 
to home furnishings, jewelry, and_ silver- 
ware. In the State street windows alone 
three or four promotions are often staged 
at one time, continually unfolding a mag- 
nificent drama that has a far-reaching effect 
in building prestige for the store. Displays 
are budgeted and timed by schedules, de- 
pending upon the buyers’ needs. <As_ in 
many stores, display costs are charged back 
to the various departments. 

From time to time displays are developed 
to cooperate with Red Cross and Community 
Fund drives. During these periods the win- 
dows are completely devoid of the store's 
merchandise. 

Separate staffs of displaymen are assigned 
to each of the three suburban stores and 
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At Marshall Field & C 


DISPLAY WORLD 


—The traditional 45-foot Walnut Room tree 

requires a scaffold for its decoration. ... 

Below, the main aisle at Field's is always a 

journey through fairyland. Gigantic Christ- 

mas tree ornaments, garlanding, and glittering 

ropes of metallic balls make an impressive 
sight— 


The Men's Store. 
changeable but most of the designing and 
decorations for the suburban store are done 


Properties are inter- 


by a central display department, headed by 
a resident display manager. A _ display 


manager is also in charge at The Men's 
Store. All of these employes report to 
Moss, who has authority to endorse or re- 
ject any ideas. 

Many properties are manutactured at the 
State street store under the supervision of 
Moss with the execption of some fabrics, 
mouldings, frames, and accessories that re- 
quire special details. These are manufac- 
tured or selected according to the stipula- 
tions of the director of design. For ex- 
ample, certain portions of Christmas equip- 
ment are made elsewhere. The _ principal 
child characters for the Christmas window 

[Continued on page 112] 
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REDUCE 


YOUR DISPLAY COST 
BUY DIRECT FROM 


UNIVERSAL BRAID & Cord Go., Wc, 


Creators of 


BRAIDS and CORDS 
ORNAMENTS 
SOUTACHES 
CHENILLES 
TASSELS 
FRINGES 
erc. 

IN 
ANY 
COLOR 
PLUS A WIDE 


SELECTION OF ° ° 
iaransror ~The Chicago Display Club 
BUY DIRECT AND SAVE By LES BAROFSKY 

WRITE FOR DETAILS Morris B. Sachs, Chicago 


f ] ‘HE Chicago Display Club was founded then at The Boston Store. These enterpris- 
UNIVERSAL BRAID & CORD Co., INC. early in| | 1919 ae ag display ca th Gedicins eatin <n enol 


1925 CLYBOURN CHICAGO /4, ILL. 








sonalities as: Harry Davis, of Maurice Atlantic hotel where they had a library, 
Rothschild; Sam Weiss, The Boston _ billiard tables, piano and other club facili- 
Store; Sol Fisher, of Fisher Display; Allen ties. The club soon grew in prestige and 
Kagey, of Mandel Brothers; Howard Oehler, | size until it became known not only in the 











a 
ORY LIWE HAS THE BEST IX BOARDS of Wieboldt’s; J. Duncan Williams of J. United States but throughout the world for 

THE GREGG Dunean Williams Studio, and several other its aggressive activities in promoting display. 
“old timers” such as William A. McCormick, In the succeeding vears there have been 

now with Adler Jones. many well known display executives who 

The first president was Allen Kagey, tol- have either been president or officers. Among 

lowed by William A. McCormick who was these are: Harry Davis, Howard Oe€ehler, 


ee ‘in Jack Richter, J. Duncan Williams, R. O. 
— e desk is Les Barofsky, chairman of the chonon WW 1. Stedersar ah C: bell. 
boned ib the Wideman Oholen Glak . . .aleaee Johnson, W. | tensgaard, Bill impbell 
right, John Cooper, Mandel's, president of the 
group ... Below, left, L. R. Volz, Walgreen's, 


Carl Gestrine, George L. Hermanson, and of 
recent years: Phil Atlas, Jack Pollari, Hil- 


first vice-president . . . Lower right, Herb den H. Haney, and Jim Cummins. 
Friend, Sears, Roebuck & Co., second vice- Meetings of the club are held every month, 
president— usually the first Tuesday. The club has a 





Heavy, construction-type wallboard, per- 
manently formed into flowing, graceful 
curves. Curvo can be sawed, nailed, 
glued or painted. Write today for a free 
catalog fully describing this and other 
Greggory boards: Flexit, Striped and 
Block Bevy Board, and 28-Ply Curvo. 





GREGGORY, Inc. 


2929 S. WABASH AVE. 
CHICAGO 16, ILL. 
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CHICAGO DISPLAY MANUFACTURERS 
WISH YOU A 


THE ADLER JONES COMPANY 


521 S. Wabash Ave. 
Chicago 5, Ill. 
HA 7-9624 


BOTANICAL DECOR. SUPPLY 


31 S. Franklin St. 
Chicago 6, Ill. 
RA 6-3144 


COOK & MEIER 


159 N. Michigan Ave. 


Chicago |, Ill. 
AND. 2662 


CRYSTAL FIXTURE CO. 


226 S. Wabash Ave. 
Chicago 4, Ill. 
HA 7-8777 


L. A. DARLING CO. 
222 W. Adams St. 
Chicago 6, Ill. 

FR 2-7967 


DISPLAY WORLD 








? 

DAZIAN'S INC. MAHARAM FABRIC CORP. 

125 N. Wabash Ave. 6 E. Lake St. 

Chicago |, Ill. Chicago |, Ill. 

ST 2-7928 ST 2-6304 
GARRISON-WAGNER CO. ; 

20 E. Congress St. SCHACK'S INC. 

Chicago §, Ill. 319 W. Van Buren St. 

WA 2-7081 Chicago 7, Ill. 


HA 7-6986 
EARL W. GASTHOFF CO. 
Chicago Off.: 180 W. Randolph St. 
Factory: Danville, Ill. 


SILVESTRI ART MFG. CO. 
710 W. Washington Blvd. 


HECHT FIXTURE CO. Chicago 6, Ill. 
315 W. Quincy St. DEA. 2046 
Chicago 6, Ill. 

FR 2-7885 


W. L. STENSGAARD & 
KENNEDY-MICHELE DISPLAY INC. ASSOCIATES, INC. 


58 W. Lake St. 346 N. Justine St. 
Chicago |, Ill. Chicago 7, Ill. 
ST 2-3476 MO 6-0418 
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—Marjorie Smith, Edgar A. Stevens Company, and (3) becoming instrumental in the 
Evanston, treasurer . . . Richard Frizzell, founding of a good display course at a 
secretary— university. 

“The Chicago Display Club was _ not 
tounded, and is not conducted, for the people 
who have arrived at success in their field, 
but rather for those who want to arrive. 
For this reason it is vital at this time that 
the club establish an educational program 


full social calendar, consisting of a spring 
dance and party, usually held at one otf 
Chicago's prominent country clubs, and two 
golf tournaments each season. The golf 





ni are rez ‘ti ; the golf- ps sales, ana 
tournaments are re ul goo cng the gol ot its own, as well as to make every effort 
.  s 50) > are é , 5 = 
wm number about IS Those areas ea toward the establishment of a good display 
goliers play cards in the afternoon. Plane 





; curriculum in a university of good standing 
rides are also available to everyone, and Few displaymen of today started out in a ' 
movies of evervone are taken. Dinner fol- professional display school. The club feels Pat 
lows the tournament and prizes totaling over that self-taught men at the top of the field me 
$1,500) in value are then distributed to the have ae Obleestion 46 aut back inne the ie a 
winners Dancing 1S am order tor the rest fession at least some of the measure of Chi 
of the sane \ tall dance and_ part) success that they have taken out. This the 
complete the social season. they can do by taking an active part in the will 
\s tar as available records are concerned educational program. Ba 
club activity and membership reached an “One of the most important accomplish- | 
all-time high during the past two years. ments that the club has undertaken is_ to l 
The present aims and objectives of the make every member vividly aware of the Mis 
Chicago Display Club are outlined — by tact that he is responsible for the advance- vie 
President John Cooper, of Mandel Bros. Ment of the display profession, for seeing Stet 
as follows: “The club is built on the foun to it that display is accorded its rightful the: 
dation of service to its members, and the Trecognition as one of the most important “yay 
services to be rendered are to be based on media of modern advertising, and for at 
the expressed opinions of the membership. tracting interested and capable young people — 
a a ee ee ee to the held and encouraging them in it. : 
cae : “The Chicago Display Club has already Dis, 
into four main divisions: (1) regular : 
Eo Ae this season brought to its members two kK 
monthly meetings, each meeting having a ; ae as 
speakers who are experts in their fields - Bro 


carefully balanced) program of business, . re 
sa nlacdaia NET elt | ‘abilit Perry Smith, head of merchandise section 
istruction, entertainmen allt SOCTAaADITITY | "6 - : . 7 

: planning, Marshall Field & Co., and Ear! 


(2) athletic events, such as the annual golt 


_ Gg. Koehler, lighting consultant and manu- sma 
tournaments; (3) entertainments, such = as ’ . . ; 
; facturer’s representative of Century Light- dic 
club dances; and (4) education. : : “ is ; . A 

ing, New York City. For its February des} 

As? oe ee er ere : 
Phe chiet goals of the club at this time — meeting the guest speaker will be Professor i] 

> ) . > rT ‘ ) ‘ » > 
are (1) to increase membership; (2) to Howard M. Cowee, of the School of Re SerY 
= increase the treasury funds; (3) to make — tailing, New York university, who will I 


scholarships available through the club; speak on the results of the National Asso Mee 
IMPRINTED LINING and (4) to secure permanent headquarters — ¢jation of Display Industries’ display re Ass 
; ta 


FOR POSITIVE tor the club _ ene program, the supervision of which | 





“Other aims of the club include: es has been under his direction. 
IDENTIFICATION tablishing a clinic to be conducted by the “The club sponsored a highly successful sont 
club in its own quarters, with a program of | golf tournament at the Acacia Country Club 
work two or three evenings a week by in September, and is holding a Christmas Ne 
a product of means of which groups may work on pro- dance in December. By means of suc! 
jects of particular interest to each indi- social activities, as well as by offering Ap| 


vidual group; (2) developing better ideas meetings of compelling interest, the Chi 


CHICAGO CARDBOARD Co. relative to store management and the pre cago Display Club is endeavoring to in 


sentation of these ideas by the club to crease its membership and its usefulness 1 


670 W. WASHINGTON BLVD. CHICAGO management through letters and reports: the display field.” 
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South American Trip 
For F. Trenk 


Miss F. Trenk, manager of the retail 
ales division of W. L. Stensgaard & Asso- 
iates, Inc., Chicago, will leave for South 
\merica on December 31, sailing trom New 
York City on the “Brazil”. Her first stop 
vill be Rio de Janeiro on January 11, where 
she will be at the Copacabana Palace for 
ipproximately two weeks. 





— Miss F. Trenk — 


From Rio Miss Trenk will go to Sao 
Paulo, Santos and then on to Montevideo 
and Buenos Aires. 
time in Buenos Aires_ before 


She plans to spend some 
taking the 
Chilean lake trip which will bring her to 
the West coast of South America. She 
vill stop in Santiago and Lima, returning 

m the latter city by plane to Miami or 

boat to Los (Angeles. 

The trip is primarily for vacation, but 
Miss Trenk plans to survey the South 
\merican market to see in what way the 
Stensgaard productions can serve display 
there. She will be away for approximately) 
three months. 


Ken lkerd Opens 

Display Service 
Ken Ikerd, display manager for Richman 
Brothers, Indianapolis, has formed a com- 
ny known as Men's Wear Display Serv- 
4324 East New York street, to service 
all firms handling this type of merchan- 
Included will be display planning and 
sign, a complete fixture service, custom- 
It set pieces and settings, and a rental 
vice on a limited variety of the latter. 
lkerd was a featured part of the last 
eting of the Indiana Retail Men's Wear 
ociation, his talk and demonstration on 
ay being attended by more than 80 


‘s wear dealers and their display per- 
nel. 


New Orleans Store 

Appoints Grecone 
ormerly with Stevens and at Keller 
ler, Pete Grecone is now with Lord’s, 
Orleans specialty shop, as display man- 


DISPLAY WORLD 49 


THE FIRST, NEW, MODERN VALENTINE 






DISPLAYERS THAT SAY 
“HAPPY VALENTINE’S DAY” 


to every passerby and to you... in 
extra sales and profits. 


Only Krystalite, the bright, feather-light, practi- 
cally unbreakable and washable plastic, combined 
with lacy, yet sturdy Whirl-Mat border makes 
these displays possible ... and Glo-Brite brings 
them to you for stepping up sales of all Valentine’s 
Day merchandise — candy, cosmetics, jewelry, etc. 


They’re perfect for counter, background and 
center pieces (average weight 6 ounces). They 
are supported by easels or just four straight 
pins. Ideal for manufacturers desiring to 
give their sales a real lift! Offered in 3 dif- 
ferent styles and 9 different sizes. 


No. V-1720 . . . Dimensional Three-Tier Heart 
Plaques. Size: 25” x 22” x 4 Each $6.75. 


Also available in $5.00 and $3.00 sizes. 





Heart with Shelf Displayer. Size: 


No. V-1840... 
- - $7.00, Also 


25” x 22” x 7” overall. Each 


available in $5.50 and $3.50 sizes. 





No. V-1915 Heart with Base Displayer 
Unit. 25” x 22” x 10 overall. Each 

- $7.00, Also available in $5.50 and $3.50 
sizes 


All models shown are supplied with wire 
easel at a slightly additional cost. 


DISPLAY DEALERS 
PARTICIPATION IS INVITED 


Write today for sales photos and 
portfolios 


olo-bule PRODUCTS, INC. euinceroninsts 
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HANSEN 
TACKERS 


“Balanced Drive" is a description of the 
combined accuracy, speed, and ease of 
operation you get in Hansen Tackers. For 
display work of all kinds they can't be 
matched. A few of their uses are listed 
at right. Study them. 


There are 36 models of Hansen Tackers, 
80 styles of Hansen Staples. Choose the 
one that fits your own needs. Let Han- 
sen give you better displays. 


A.L. HANSEN MFG. CO. 


5041 RAVENSWOOD AVE.,CHICAGO4OILL. 





e Erecting counter and window displays 
e Securing posters to supporting strings 


e Attaching articles 
boards 


direct to display 


e Tacking up indoor and outdoor placards 
e Fastening easels to the backs of cutouts 
e Making floral blankets, bunting, etc. 


® Sealing transparent 
bags and containers 


e Stringing hardware to 


display cards y-\—) ae 20) °] 


nO} io} =a» 













WITH THE 
MARVELOUS 





LIST 


+10 


Less Lamp 








LOOK AT THE FEATURES 
...and look at the price! 


Small, compact, light-weight! 
Extremely versatile for all types 
of display spotlighting. So at- 
tractive, need not be hidden. 
3” Fresnellens. Adjustable beam 
control. Full 360° tilt. Rests 
stably on base, or can be moun- 
ted on ceiling or wall. Easy to 
clean or relamp. Rich Sierra 
Brown baked enamel finish. 8 
ft. cord and plug. Size 6%" x 
4" x 5". Weighs 2 pounds. 


WRITE FOR FULL FACTS TODAY 
GoldE Manufacturing Co. 


1222-A W. Madison St. 
Chicago 7, Ill. 


USES 100 OR 150 WATT LAMP 


| 


| 
| 
| 


| 
| 


| 


| 





DECEMBER, 1948 


Announce Distribution 


Of POPAI Survey 


At a luncheon for Eastern members held 
in New York City on November 10 by th 
Point-of-Purchase Advertising Institute, 50) 
representatives of member companies in thi 
New York area were 
printed copies of the 


shown the first 
Institute’s recent, 


| completed survey: “How Much Do Window 


Displays Stimulate Sales?” It is a 40-page 
book in full colors, and major distribution 
has already begun. 

Carl Ruprecht, advertising manager of 
the Underwood Corporation, who is chair- 
man of the Institute’s research committee, 
explained to the group the great care taken 
by his committee to ensure accurate and 
thoroughly reliable figures in the final re- 
sults. Nationally advertised products of 
eight leading companies in the drug and 
hardware fields were tested, and_ results 
show that sales were boosted by displays 
in some cases more than 100 per cent. . 

Murray Koff, sales promotion manager of 
Seagram-Distillers Corporation, who is a 
member of the display committee of the 
Association of National Advertisers, told 
how the ANA had cooperated closely in 
planning the survey, and while it was at 
first thought impossible to measure accur- 
ately the sales value of national advertiser 


| displays, he said, the ANA now agrees that 


a fine job has been done. 

It was decided that the Institute’s annual 
point-of-purchase symposium and_ exhibit 
will be considerably enlarged next May, and 
extended into a two or three day meeting 
because of the great success and very large 
attendance at the event this year. 

John Palmer, president of Palmer Asso- 
ciliates, who is first vice-president of the 
POPAI, presided at the luncheon meeting. 





Charlotte Muller Dies; 
Was Well-Known Factor 


Associated with 
Company, 


Jotanical Decorative 
practically since the 
firm’s inception many years ago, Charlotte 
Muller died on November 26 at Illinois 
Masonic hospital where she had been under- 
going treatment for the past three months. 
She is survived by three sisters and one 
brother. 


Chicago, 





Ready-To-Use Letters 
Help Sign Problem 

Paper letters and numerals, available in 
three styles with four sizes in each type, 
have been placed on the market by Pocket 
Advertising Service, Box 258-D, Wantagh, 
Long Island. Furnished in either black or 
white, the characters are adhered in position 
with a compound furnished by the company. 
The signs resulting can be used either in- 
doors or out, according to the firm. De- 
scriptive literature will be sent on request. 








Don’t forget—send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 





———, 
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Rolly Dillon Dies; 


Was Carrata Executive 

Rolly Dillon, vice-president of The Car- 
rata Company, Los Angeles, died recently 
at the age of 31. A graduate of the Uni- 
versity of Southern California, Dillon was 


— Rolly Dillon — 


formerly a representative of the Cocoanut 
Grove and a salesman for Swift & Co. He 
was married in 1942 to Helen Weyman, 
daughter of Leo Weyman, who is head of 
Carrata. He joined the mannequin firm 


several years ago as salesman, eventually | 


becoming vice-president. He was very 
active in the affairs of the Southern Cali- 
fornia Display Club and California Display 
Industries. 


Scheuer Creations 
Adds Metal Line 


Clemens Scheuer, head of Scheuer Crea- 
tions, Inc., 307 West 38th street, New York 
City, has announced a new line of metal 
fixtures similar to that for which the firm 
was well known prior to the war. The 
metal fixtures were shown for the first 
time during the December Display Market 
Week in New York City and complement 
the company’s familiar line of plastic fix- 
tures. 

Scheuer has also announced the addition 

a new line of “Lucite” fixtures in a 
popular price range. 


$500 Contest Prize 
Goes To Vollmer 
First prize in the national display contest 
ionsored by Coty for “Paris” perfume has 
en awarded to E. L. Vollmer, Joseph 
tlorne Company, Pittsburgh. The award 
is $500. Tony Cipolla, Halle Brothers, 
(leveland, won second prize of $300, and 
orge Wagner, J. L. Brandeis & Sons, 


(maha, carried off third prize of $200. 


Contest judges were Alice Richardson, 
shion and beauty editor of Look; Bernice 
ck, beauty editor of Mademoiselle, and 
mer Sheets, editor of Beauty Fashion. 
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JOBBERS 


We manufacture all kinds 
of special display items of 
R-U-B-B-E-R. 
Send us your problems. 





, -- pee = 
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NATIONAL ART STUDIOS 
LEAD... Announcing 


WIGS woe ix 
RUBBER 


Mannequin Wigs - - Shoulder Head Wigs, Ete. 


Again, the makers of America’s most beautiful mannequins blaze the trail to 
the newest creation in display equipment. Now you can have these attractive, 
interchangeable RUBBER wigs . . . soft. . . flexible . . . permitting better 
merchandising and more profitable selling. Something the trade has been 
awaiting for years . . . now available to you exclusively from National. 





Write for full particulars. 


NATIONAL ART STUDIOS 


306-308 S. MARKET ST. CHICAGO 6, ILL. 
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For Dramatic Displays 
Visit Our Showroom. DISPLAY MANUFACTURERS MART, inc 
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Just to say: 


Merry Cristmas Co All 
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and many thanks for a busy 1948 a 
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PERKY BABY DISPLAYERS 
AT DRASTICALLY REDUCED PRICES! 


Special for Limited Time Only — Until December 31st, This Amazing $22.50 Value, 


regularly sold for $17.50, Now Only... $4 3-50 Per set F. O. B. Chicago. 
Sturdy and lightweight construction of Palestic, complete with 7" crystal disc shelves. 


Get yours now and save — Send check or money order today for one or more sets 
of the attention getting Perky Baby Displayers. 


THE SKOME WINDOW DISPLAY 


320-322 S. FRANKLIN ST. 
CHICAGO 6, ILL. 








Clear Plastic 


BLOUSE AND SWEATER 


Form Stand 






o. 190/191 


$12.00 


Complete 
with stand 


Swivels to 
any position 


Matches today’s merchandise 
and helps modernize the whole store 


THE FIXTURE MART, INC. 


314 W. Jackson Blvd. 
Branch Showroom: 
9-122 Merchandise Mart 
Chicago, Illinois 


@ Mannequins e Display Fixtures 
@ Showcases 


Wishing you 
Season’s 
Greetings 












GENUINE 
RUBBERLITE 
DISPLAYS 









RUBBER PRODUCTS INC. 


2066 Canalport Ave., Chicago 8, Ill. 

















REDIKUT LETTERS 


Die Cut Cardboard Letters 
Popular sizes, styles and colors. Write for 
your samples and prices. Ask your Dealer. 


THE REDIKUT LETTER Co. 
2902 W. 76th St. Los Angeles 43, Calif. 








USE THIS 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EBUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 
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George Wagner Wins 
Hunting Trip 

George H. Wagner, display manager fo 
J. L. Brandeis & Sons Company, Omaha 
stepped up from second place in the 1947 
contest to win first place in the window 
display competition which marked the 1948 
observance of National Hunters’ Month. As 
a reward for his efforts Wagner will b: 
the guest of The Sporting Goods Dealer 
St. Louis, which sponsored the observance 
on a hunting trip. In addition he will re 
ceive $250 from Sports Afield magazine fo: 
submitting the best display in which a copy 
of that magazine was used. 

Norman Rieben of Lippman’s Tool Shop 


| Sporting Goods, Detroit, winner of the 1948 


| National 
| play 


Fisherman's Week window dis- 
contest, took in second prize and 
received a $100 Savings Bond from Sporting 
Goods Dealer and $100 from Sports Afield. 
Robert L. Gatliff of the Railey-Milam Com- 
pany, Miami, was fourth and received a $25 
while James Caulfield, of Eaton 
Chase, Norwich, Conn., placed fifth. 
Outstanding entries submitted in 
the window display contest by Luke Spear, 
Holt’s, Houston; Joseph B. Whitney, Van- 
Dervoort’s, Lansing, Mich.; Howard Fischer, 
Dick Fischer Athletic Goods, Niagara Falls, 


Bond, 


were 


N. Y.; E. A. Luke, Luke’s, Ardmore, Okla. ; 
R. Howard Bacher, Stix, Baer & Fuller, 
St. Louis; Walter Le Vogel, Bill Powell 
Sport Shop, Kansas City: W. G. Mudge, 
\rmstrong’s, Cedar Rapids, and Charles 


Moran, Harbour-Longmire, Oklahoma City, 


| Oklahoma. 


Honorable mention was given the entries 
otf C. A. Harvey, Nelson Hardware Com 
Roanoke, Va.; A. T. Kalasky, Falk's, 
Quidor, Henderschott’s, 


pany, 
Boise, and Ed_ T. 
im ~ 
mugene, Oregon. 


Timely Service Purchases 


Sherman Weir Display Business 

Timely Service, Brooklyn, N. .Y.,  an- 
nounces purchase of the display business of 
Sherman Weir, Inc., 209 East 26th street, 
New York City. This purchase was made 
from the House of Peter DeGaard, who had 
bought it one week earlier, as reported else- 
where in this issue. 

Leo Fidler, president of Timely Service, 
said that the same high quality and styling 
standards established by Sherman Weir will 


| be maintained through a continuance of the 


| designs and basic persennel of that 


com- 
pany. Fidler also added that Sherman 
Weir will be retained by Timely Service as 
design consultants. 

J. Miller, who has 
Sherman Weir, has joined Timely 
and will be in charge of the showroom at 
209 East 26th street. 


been associated with 


Serv ice 








We invite DISPLAY WORLD read- 
ers to make frequent use of the 
Service Bureau for information on re- 
sources for all types of display mate- 
rial and equipment from air brushes 
to zebras (stuffed), or for general con- 
sultation on display problems. No 
charge is made for this service, of 
course. 
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THE “ROCKET EXPRESS" 
NEW TOY DEPARTMENT 
RIDE ATTRACTION. 
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A LIMITED NUMBER 
OF INSTALLATIONS 
AVAILABLE FOR 1949. 


EQUIPMENT HEIGHT 
60''O. A. MINIMUM 
CEILING HEIGHT II’ 


EARLY RESERVATION 
REQUESTED. 

















219 N. HUMPHREY AVE. 





OAK PARK, 


ILLINOIS 

















Cardboards 


are Different! 


‘“‘NAT-MAT”’ Cardboards are 
your assurance of proven de- 
pendability, full value and quality 
throughout. 
Remember . . . Cardboards are 


different, you will be glad you 
insisted on “NAT-MAT.” 


NATIONALCARD,MAT &BOARDCO. 


Manufacturers 
4318-36 CARROLL AVE., CHICAGO, ILL. 
Allied Mills 
11422 Se. Broadway, Les Angeles, Calif. 


Peterboro, Ont., Can. 








| William Grover Elected 
| By Atkins Group 


Members of the Frederick Atkins, Ince., 
display group met in New York City during 
Spring Market Week. William Grover, 


display director for H. & S. Pogue Com- 


pany, Cincinnati, was elected chairman of 
the organization for the coming year, with 
Joseph Blain, Hochschild, Kohn & Co., 
Baltimore, as vice-chairman. Named to the 
steering committee were John Betz, Glad- 
dings, Inc.; Paul Smith, J. W. 
Company, and Joe Wright, former chairman 


Robinson 
ot the display group. 


American Marketing Association 
To Hear Vernon Jones 

Vernon H. Jones, manager of store plan- 
ning and the merchandising laboratories of 
Goodyear Tire & Rubber Company, Akron, 
will be one of the speakers at the Decem- 
ber 28th meeting of the American Marketing 
\ssociation in Cleveland. Under “Market- 
ing Innovations’, Jones will discuss “A 
Proved Program of Action for Better Dis 
tribution Through More’ Efficient Retail 
Channels”. 





Display People 
To Judge Contest 


In connection with a local display contest 
for the best Christmas decorations among 
stores in 25 neighborhood shopping areas 
in San Francisco, a board of judges has 
been appointed headed by several display- 
men. Included are the following: John 
Koenig, Macy's: W. W.. Rowley, The 


Emporium, and Fred Bjork, Hale Brothers 








CARSTENITE 
SALES 


We can design and manufacture 
itinerant, permanent and counter 
displays. 


We use hardwood plywood, Ma- 
sonite, fibre faced plywood 
(Fybr-Tech), Wood faced presd- 


wood (Carstenite) Kiln-dried 


lumber. 
a 


Complete finishing and silk 
screening. 


a 
Send in your sketches and ideas. 


Carstenite Sales 


228 N. LASALLE STREET 
CHICAGO |, ILLINOIS 
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BLACK LIG 


FOR\ 
SIGNS 
DISPLAYS 
EXHIBITS 


#i 


describing Black Lights, fluorescent licquers, crayons, 
water colors and fabrics. Simple to use. Write today. 


BLACK LIGHT PRODUCTS 


67 East Lake Street Chicago 1, III, 











VISIT CHICAGO --- AMERICA’S ONE-STOP 
DISPLAY CENTER 


VISIT BOTANICAL a leader for 


e FLOWERS 
e SET PIECES 
e SUPERB DECORATIVES 


You are cordially invited to visit our showroom when in Chicago, 
and why not drop us a line and let us help you with your many 
display needs. 


BOTANICAL DECORATIVE SUPPLY CO. 


31 SOUTH FRANKLIN STREET CHICAGO 6, ILL. 











DIE CUT DISPLAY LETTERS OSE te 


CORK — POSTER BOARD — MYSTIK Opportunity Exchange 
TRANS-DECAL & LETTER PATTERNS 
For any WANT AD purpose: 


Free Circul R 
> Sane See: Ses POSITION WANTED _ POSITION VACANT 
HARRY MICH COMPANY USED DISPLAY EQUIPMENT FOR SALE 


1627 S. Michigan Ave. Chicago 16, Ill. $3.00 Per Column Inch — CASH WITH ORDER 
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Chicago Display Industry 
Serves The Nation 

The history and the development of dis 
play in Chicago has its share of famous 
names in the industry. From the original 
installations in the Marshall Field store 
many years ago to the present day opera- 
tions supplying a nation-wide clientele, the 
Chicago production centers of promotion 
units for the display field have shown ad 
vanced and aggressive solutions of the 
problems confronting displaymen in_ thet 
profession. No attempt is made to single 
out individuals for an account of such de 
velopment but some are more typical in 
their particular fields than others. The 
entire display profession in Chicago well 
deserves its reputation of being in the 
forefront in the design and the technique ot 
display in its finest presentation. 

Probably the largest assembly of display 
material and units was the Columbian expo 
sition held in 1893. At this event on the 
great Southside of the city the middle West 
saw the culmination of the art in display 
up to that time. Backgrounds, decorations, 
miniature reproductions, souvenirs, interiors, 
some whole buildings and many special 
projects depended entirely on display as we 
now recognize it for their effectiveness. It 
is not possible to evaluate the volume of 
business developed through this activity in 
any of the markets which supplied the 
various props, promotion ideas, exhibits and 
attractions. Certainly they were drawn 
from an international assortment of sup- 
pliers. But the evidence points to the grow- 
ing manufacturers in Chicago, the large 
| and small firms (comparatively) engaged in 
| our business as having the greatest share in 
this truly marvelous exhibition. And as 1s 
generally true in every city, the records do 
not indicate who was actually in business 
at that time under names that we recog 
nize now. 

The development of State street as a 
great merchandising center was. already 
underway at this time. The merchants of 
that period had progressed a long way to- 
wards the development of display depart- 
ments as parts of their organizations. And 
they had seen the necessity of strong local 





| 
| 
| 
| 
| 
| 


sources tor the material needed for their 
interiors and their windows. This  stimu- 
lated the development of Chicago sources 
to an even greater extent than did the con- 
centrated demand at the Columbian expo- 
sition. 

Names at that time are clouded in_ the 
haze of an embryonic industry. The ideas 
resulting in the formation of associations 
in the display field were either vague or 
non-existent. But they were coming — de- 
veloping rapidly as recognition of — the 
importance of the industry in sales results 
became apparent. Some people whose 
memory or whose records go back to these 
beginnings relate that when the value of 
showing the use of an article or glamor- 
izing it in a display setting began to take 
hold the merchants tried to treat their pro- 
motions as novelties although recognizing 
that sales did jump when the customer saw 
instead of having to imagine. 

Through the years the real development 
of professional techniques was controlled by 
the buyers —in Chicago and in every other 
center where display was building its back- 
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ground and its claim to real recognition of 
its value. But there was a growing, vibrant, 
pulsating vigor within the industry that 
was shouting for the rewards that display 
merited. How much was done by the mem- 
bers of the display profession who labored 
at the actual presentations in the stores, 
the exhibits and the shops who used display 
as a media is treated in another article. 

Pioneer work has been done by Chicago 
manufacturers and the ideas they have de- 
veloped have, in many instances, not been 
duplicated in any other display center. The 
development of the firm of W. L. Stens- 
gaard & Associates, Inc., is a prominent 
example of the progressive thinking in this 
area. Still a producer of many basic items 
slanted to the traditional concept of dis- 
play, this firm has constantly maintained an 
“idea factory” to assist better and more 
diversified promotion material. And it has 
gone beyond the scope of the traditional or 
conventional display products. It has de- 
veloped and_ solidified the servicing of 
national accounts for complete coverage of 
display and promotion needs. Serving such 
clients as the Ford Motor Company and 
the Radio Corporation of America has 
proved that they are unique in their field. 

Novelties are produced by a variety of 
firms in the Chicago area and the wealth 
of the great middle western market has 
attracted the attention of manufacturers in 
other parts of the country who now main- 
tain office and production facilities in Chi- 
cago or in nearby locations. Warehousing 
of supphes in Chicago is another item in its 
recognition as a major center of display 
and it is attested by the constantly growing 
list of national distributors who maintain 
stocks in this central point of distribution. 

Chicago has heartily joined the rest ot 
the country in asking for recognition of 
display’s place in the sun. Through co- 
operative advertising, common discussion 
of problems in the fields of labor relations 
ind other important topics, exchange of 
information in production and management 
techniques and a host of other aids to the 
industry the men and the ideas of Chicago 
lave assisted tremendously in the great 
strides the industry has taken in the last 
tew years. The firms in Chicago manu- 
lacturing display materials in every field of 
endeavor will continue this effort to do a 
hetter job for everyone. 

In any discussion of the display industry 
the prominence of correlated activity must 
ippear (as it does in any industry). The 
ontributions of the jobbers and distributors 
i display material play and have played an 
important part in the development of Chi- 
ago and every other manufacturing center 

display material. The continued pro- 
ress in thinking and planning, coordinating 
ind foresightedness that is an integral part 
present day display promotions and pro- 
luctions has resulted from a genuine desire 

n the part of all factors of the industry to 
vork together for the common good and 

e betterment of each individual. The 
anutacturers in Chicago are proud of their 
torts to attain this end. 

Che Chicago manufacturers are proud and 
leased with the recognition they have re- 
elved, They have’ established sound 
rganizations to supply material, and they 
tand on their record of achievement. 


DISPLAY WORLD 55 























SROF INVAUILSS » nie. 


NAIL PANELS 


faster! 


Automatic magazine-loading Spot- 
stapler nails wallboard, plywood, 
- pressed woods and light metals 
without hammer marks. Spot- 
staplers either countersink or flush 
drive. 
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O view objectively the display windows 

ot the world, or any of several parts 

of it, is to underscore mentally the 
principles of display. The situation which 
lies back of the display governs the set-up 
and each setting has to be judged in the 
light of the taste in its community, the 
stock depth behind it, and the purposes for 
which it was designed. 

Moving from country to country, those 
points are brought home forcibly. There is 
no need to do a beautiful promotion build- 
up and attract a great many people to a 
store where there are no goods to be offered 
for sale. No matter how beautiful the 
display or how well planned, it is a failure 
it it does not meet the standards of the 
neighborhood. 

By and large there appear to be two basic 
purposes in toreign display or two 
approaches would perhaps be the better 
term since the majority of displays are to 
promote sales of something, either directly 
or indirectly. One type goes all out for the 
promotion of merchandise or idea, whereas 





Display In 


the second uses display as a means ot 
attracting attention with promotion as a 
secondary function or end result. 

Both approaches figure largely in_ the 
over-all picture of world windows. 

In general the displays of France and 
Switzerland would head the list for those . 
being most remote from the direct approach. 


Both countries are leaning heavily on sur . 
realism, but let it not be assumed that the 
direct is either forgotten on neglected in 
either country. For the most part the sur 
realistic touch is used for spicing, to add 
zest and interest. Loeb’s in Bern, Switzer ; 
land, uses surrealism with a touch ot ' 
humor and finds it is paying off. The shop 


called “Fashionable” probably goes to the 
greatest extreme in Paris, with the direct 
intention of attracting attention and = with 
such success that the windows draw _ people 





trom all over town. Hermes, too, has the 
type of displays Paris talks about and 
boasts about. 

One of the best examples of the counter 
effect of display was the reaction to a set 
ting used not too long ago in the great 
corner window at Magasin du Nord, Copen 
hagen, where a surrealistic set had been 
arranged with a bath tub suspended trom 


the ceiling. The head for the girl in the 
tub was hung by a cord some distance be- 
low her. The balance of the design was 
in keeping. The window was a masterpiece 


for stopping customers. Passers-by gathered 
‘round it and so did the press. It was the 
talk of the town, stories were written about 
it in the papers —but there was one catch 


—Three displays from England are shown on 
this page. At the top, a portion of the leather 
industries’ pavilion at the British Industries 
Fair; note the pin-point lighting on the gloves 
and bags. Another view of the same pavilion 
is seen in the second photograph, again ac- 
companied by pin-point lighting . . . At the 
left, a display from Selfridges, London, where . 
Charles Tullberg is display director— 
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Foreign Lands 


nothing is a revelation, though they 
would like to create are 
Electricity is still at a pre- 


to it}; evervone forgot what it was supposed 
to be promoting. As a selling device the 
It stopped the 
customers—but so completely that they for 
got to buy. Needless to Say, 
Nord has been 


more conservative 


display was a dead _ loss. 


Magasin du 
designing displays of a 
nature since that ex 
periment, many of them elaborate and all of 
them created to sell merchandise. 
Mentioning 
pathetic 


elaborate display brings to 


mind the situation in countries 
Where war has ridden rough-shod, where 
ack of materials has cut into display’s 
progress. In a few instances it has meant 
turning the display clock back a number ot 
vears, and to men who should be listed 
imong the leaders on the display front. it 
has been a disheartening blow. The beauty 


4 the displays they create with almost 


DISPLAY WORLG 


know- 
ing what they 
sick at heart. 
mium, which often means that backdrops 
must be removed from store windows to 
permit more light to penetrate the store's 
interior and the store interior is not 
arranged to enhance display Partial back 
panels, at times thin drapings, help back 
the display and yet do not prevent the out- 
side light from entering the store area. 
Material shortages have led to great in 


—Upper left, a delicately handled display by 
Hans Ehrhardt, Jelmoli S.A., Zurich . . . Upper 
right and lower right, two displays by Andre 
Demuynck for Comptoir Commerical Caout- 
chouc, Paris Lower left, a display by A. 
Hadney for Galeries Lafayette, Paris— 





CLARA BALDWIN 





genuity of design with any available item; 


in the northern countries that means lean 


ing heavily on paper and paper 


sculpture 


Merchandise shortages have meant the en- 


hancing of the small unit or single item 


The results have been the achieve 


simplicity 
takingly so. 
Gradually those shortages are 


ment ol a 


which is superb, often breath- 


easing as 


things move slowly back toward normal 
In a hurried glance at the displays of 
the Old Country and in Latin America it 


would be hard to select any one 
be awarded laurels, but here are 


group to 
some out- 


standing examples seen by the writer: 


Madame Baumel at Hermes in 
showing a clever fantasy display 
French legend of infants being 

[Continued on page go] 
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Paris was 
using the 
found in 




































































DISPLAY 


...on and off the record 





—Playing the role of 
Nimrod is Claude 
Adams, of the display 
firm of that name at 
New Canaan, Conn. 
While the trip to The 
Forks, Me., was made 
primarily for deer, 
Claude compromised 
for this 150-pound 
black bear— 








WANTED: 
PHOTOGRAPHS FOR 
THIS PAGE 


. any size, any subject, 
so long as they show dis- 
play people at work or at 
play. Mail to DISPLAY 
WORLD, Cincinnati |. 














} aces is Frank Vy Proudly displ 
Ponents are Bill Davis, on Pe ~ disgruntled op, 
/ and Ad . 


am Dossman— 


—R. A. Stauffer han- 
dles display for Lewers 
& Cooke, Ltd., Hono- 
lulu, having joined the 
company some two 
years ago after 25 ac- 
tive years in the navy. 
The picture was made 
at his home in Kalihi 
valley and the parrot is 
real . . . not a display 
prop— 


—Erwin Hiffman, sales represen- 
tative for Garrison-Wagner Com- 
pany, came across Lowell Shel- 
don, display manager for Sears, 
Roebuck & Co., Sacramento, 
Calif., relaxing with DISPLAY 
WORLD at his ranch one Sun- 
day, and the photograph seen 
here is the result . . . "Proving," 
says Hiffman, ‘that DISPLAY 
WORLD is seen everywhere and 
at all times."— 









—The third party in this group 
is Al Bliss, Bliss Display Cor- 
poration, New York City, 
photographing the mechanical 
bell ringers who pose tirelessly 
in Herald Square. This is the 
first step toward producing 
authentic reproductions of the 
famous statue, on a smaller 
scale, to be used in six win- 
dows at R. H. Macy & Co.— 


—E. J. Nussbaum takes 
a moment away from 
his work to pose for 
this picture. He han- 
dles display for the 
Three Sisters, Miller 
Wohl stores in New 
Orleans— 
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Clever Valentine 


Approach At White's 


By ALBERT C. SMITH 


—lIn this Valentine Day promotion at White's the window front became the lacelike section of 

the valentine through the use of wallboard panels cut out as shown and mounted against the 

glass. In the center area of the simulated card was the merchandise, while romantic scenes 
sketched on canvas formed the background— 
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HE thousands ot Washington street 

shoppers who paused to smile, admire 

and become sold on the display thoughts 
of Valentine’s Day windows of R. H. 
White's, Boston, furnished ample proof that 
the well-chosen promotional approach, when 
executed with exacting detail through ad- 
vance discussion and planning, invariably 
clicks with the public. 

Impressive accent was upon art work and 
color harmony rather out of the ordinary. 
Inspiration for the window treatments came 
from a collection of French Valentine cards 
of the Victorian period, some being more 
than one hundred years old. Each window 
of a bank of seven had a particular card 
which set the color theme for that display. 
The merchandise in each setting was cor- 
related in color with the card. 

Every bit of window space was consumed 
in each display to bring about the illusion 
of a huge valentine of the type having a 
lace-bordered heart opéning at the front and 
a picture background at the rear. James 
Gosling, display director at White's, and his 
entire staff of artists, decorators and other 
specialists must certainly be complimented 
on the results achieved. 

Six weeks of painstaking, arduous work 
and planning preceded the installation. The 
lace-like front of the card was set right up 
against the front of the window. This highly 
artistic prop was actually of wallboard, and 
of two sections fastened together. The lace 
designs were different in each window. 
These were sawed out in reproduction ot 
the designs of antique lace doilies. The 
height of the valentines in each case was 6 
feet. Paper doilies formed an inner lacy 
rim for the large center heart opening 
through which pedestrians gazed toward the 
gift merchandise and the romantic back- 
ground scene of the card. Smaller cut-out 
wallboard hearts appeared tacked to the 
top center and lower center of the heart at 
the front. 

The second section of White’s huge simu- 
lated valentine cards appeared in the form 
of scenes reproduced by the store’s artists 
from the old-time French valentines. These 
were painted upon canvas theatrical flats. 
The color harmony theme of the scenes and 
the merchandise was re-emphasized by com 
plementing colored spotlighting. 

Merchandise of a gift type was presented 
in the area which would ordinarily form the 
space between the front section and the rear 
section of the valentine. It was centered 
upon heart-shaped sprinklings of mica which 
varied in color to suit the window harmony 

Gosling and his staff also accomplished 
an excellent Valentine's Day message fot 
the store’s interiors. Suspended in cloud 
like fashion across the wide street floor 
were bands of fabric in pastel shades which 
streamed through wide hearts of 48-inch 
height. Center bands of the hearts were 
red with mottled white. Red hearts and 
flowers were painted upon the outer sur- 
face of these hearts. 

Standard plattorm displavers throughout 
the store gave way to heart-shaped stands 
of red with white trim, and these were tilted 
at an angle to catch the eye. On various 
ledges were potted stands of spring flowers 
sprouting hearts. Structural columns on 
the various floors were trimmed with wafl- 
paper coverings in Valentine's Day designs 
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Lederer de Paris uses SYLVANIA 
Birdseye Reflector Lamps for 
dramatic lighting of ladies’ apparel 


This ultra-modern store on Fifth Avenue, New York, makes glamorous 
use of versatile Sylvania Birdseye Reflector Lamps. ‘The products dram- 
atized are gloves, hand-bags. and other accessories. Here textures and 
colors are important. Sylvania Birdseye Reflector Lamps aid in creating 
exactly the effect desired—the exciting touch that creates sales! 

Use these proved lamps as your tools for greater window sales appeal 
—without alterations, without extra fixtures! Sealed-in reflectors never 
vet dull, always give a full quota of reflected light. Write Sylvania 
Klectrie Products Ine., Lighting Division, 213 Derby St., Salem, Mass. 


SYLVANIA 
ELECTRIC 


ELECTRIC LIGHT BULBS; FLUORESCENT LAMPS, FIXTURES, WIRING DEVICES; 
PHOTOLAMPS; RADIO TUBES; CATHODE RAY TUBES; ELECTRONIC DEVICES. 
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Palm Springs Round-Up 


By RUTH MILLER 


ISPLAY took over the spotlight at the 
annual Palm Springs Round-Up, held 
this vear on October 29, 30 and. 31. 
Presented by the Menswear Association ot 
\pparel Guild of 
Calitornia, this prestige showing of apparel 


Los Angeles and the Boys’ 


for men and boys has made a name_ tor 
itself in the style market and is watched 
with interest by the entire country. 

Over 2,700 buyers, mill representatives, 
manutacturers and members of the press 
took over the Desert Inn and made it thet 
own for the three-day occasion 

Saturday afternoon saw the presentation 
ot the 
done in the 


merchandising forum Dramatic, 
March of Time manner, help 
tul and pertinent to the problems of the 
day, it was in transcribed torm carrying 
the “voices” of 21 top merchandising execu- 
tives from all over the country dubbed into 
the sound track \ctors pantomimed_ the 
action, bringing the ideas of crack men in 
the field in correlated torm to give the best 
promotional 


(Constant reference to display was made 


in merchandising and ideas. 

For example, in the office of a mythical 
merchandising manager, “Mr. Peake”, the 
commentator said: “To increase your sales, 


yvour window displays must. sell for vou 


—Upper left, part of the 125-foot set repro- 
ducing a street in an old frontier town. Other 
photographs show how much of the display 
connected with the Round-Up was done in the 
open air. Lower right, at dinner in the 
Desert Inn; left to right, Ted Dexter and Nelson 
Holman, The Carrata Company; Ray Elliott, 
Desmond's; Mrs. Leo Weyman and Leo Wey- 
man, Carrata; Marlene Truett, Harold Kelly, 
Dorothy Lawrence, Hamilton Montague and 
Harold Paine. all of Desmond's— 


They must be dramatic without being cheap. 
Window display is a fine art, an exact 
science in 1949—if windows are to do 
their share in maintaining sales and_ profit 
figures.” 

The voice of A. Te Roeder, display director 
of the Wm. H. Block Company, of Indian- 
apolis, said: “In planning our windows 
for 1949 we will get a month's schedule 
from each merchandise manager and buyer 
throughout the store which enables us to 
plan ahead and make our settings in a 
dummy display window. Each display pre- 
sents its own particular problem and _ re- 
quires a setting in order to work out its 
solution. We must always think of the 
store’s prestige. Just as an individual is 
judged by his appearance, stores are judged 


by their windows; they are the buyer's 
first impression of the store.” 

Of particular note was the clever tie-in 
of the forum with the fashion show which 
occurred on Sunday night. On the grounds 
ot the Desert Inn against a 125-foot set 
depicting the Old West—complete with 
the Red Dog saloon, general store, church 
and Wells-Fargo office—“Mr. Peake” and 
advertising and display personnel arrived 
to discuss the use of the set with models 
grouped for possible promotional and mer- 
chandising use. 

Following the fashion show, in an adjoin 
ing area a second showing was_ presented 
on mannequins in typical California settings 
under the trees. Designed for the best dis- 
play ot California garments, they were set 
against natural desert backgrounds. Over 
a dozen such were set up to present display 
ideas for the buyers to take back with 
them. 

Once again the backgrounds and set were 
by The Tabery Corporation and manne 
quins by Carrata. 

Of special note was the increased atten 
dance of merchandise managers, which 
would seem to indicate a steadily growing 
interest in this market. 
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C. hanrange sends you a poke full of 
24-harat Christmas wishes, and hopes 


you stube that bonanza in 1949 
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i R A. facobs Ca. during market week fan. 17-22 . Lo Angeles 
be swre to visit main thowrem . 579 Market . San Fransisco 
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NADI Research Report 
A Real Milestone 


and 21 in this issue and 


edition Ww One 


DISPLAY 


On pages 20 
continuing elsewhere in the 
important articles 
WORLD has had the pleasure ot 
presenting. It is the report given by Pro 
Howard M National 
Display Industries’ Market 
York City on December &, 


results of the NADI 


of the most 
eTver 
Lessor Cowee at the 
Association ot 
Week in New 


outlining the display 


research pilot study \s detailed in’ the 
article, this research was conducted by the 
School of Retailing, New York university, 


under the personal direction of Professor 


Cowes W 
the report on the 


recommend a careful study ot 
part of every displayman, 


and any others who have even the slightest 


interest in display 
Even this pilot study shows the difference 


in display results obtained by changes in 


the display techniques employed. But apart 


from the actual figures contained in the 
report, valuable as they are, the survey has 


added 
the methods to be 


significance because it makes clear 


followed in tuture re 
larger scale. 


NADI is to be 


things in 


search which will be on a 


Phe membership of the 
several connec 
initial 


congratulated on 


ion with this research program 


First, tor having the foresight to set aside 
$5,000 for the pilot study; second, for the 
help of many of the organization's members 


in ‘getting the project under way par 


members of the research com 
third, for 


unanimously at the 


ticularly the 


mittee: and having the vision to 
meeting 
pro- 


Frese arch 


vote December 
research 
head of the 

singled out for es 


to expand and continue the 
ject Albert Bliss, 
committee, should be 
commendation. for 


pecial giving unstinted]y 


ot his time and efforts to make the pro- 
gram a success. 

Professor Cowee of course deserves great 
credit for the careful, painstaking way in 
which the pilot study was set up and carried 
Anyone reading his report in this 
can not help but with 
the scientific thinking which governed every 
phase of the project, and the very evident 
interest on the part of everyone helping in 
content to 


out. 


issue be impressed 


the survey. Professor Cowee is 
let the facts speak for 
attempt is made to form an opinion based 
on the figures accumulated. Even the fact 
that a mistake was made in one phase of 
the work is admitted frankly, if regretfully. 
\lso Professor Cowee 1s quick to point out 
that much of this pilot study’s purpose was 
to establish a technique for display research, 
and report it evident that 
his efforts in this were completely 
While other and more elaborate 


themselves; no 


from. his seems 
respect 


successful. 


research will) probably bring necessary 
changes and = adaptations, the technique 


followed in this pilot study seems basically 
right and establishes a working foundation 
for the future. 

With the action of the NADI membership 
in voting unanimously for a continuation 
and expansion of the display study, we may 
expect {0 see a series of experiments con- 
ducted attraction stop- 
ping power and selling power; each report 
will add just that much to our knowledge 
this works. It 


goes without saying that this is a tremen- 


in display’s power, 


ot how advertising medium 
dously valuable service to the profession, the 
and to the field of mer- 
chandising, 
The NADI 
results of this 
with 


industry, whole 
publish the 
book form, 
and 


has decided to 
pilot 
photographs 


study in 
charts. 
future, 
displayman 


comple te 


This will be available in the near 


and it is a book which 


add to his 


every 


should library to be supple- 


additional report as it 1s 


completed and published. 


mented with each 

The completion of this pilot study marks 
a real milestone in the history of display, 
since it is the beginning of 
research should extend 
Perhaps the time is not so far distant 


particularly so 
which over the 
years. 
when display will be, at long last, on a 
comparable basis with the other advertising 


media 





Emphasis On "Brand" Display 
Stimulated Sales 

The 
ment 


history of an experi- 
determine the relative 
featuring well- 
known brand names as opposed to displays 


following case 
conducted to 
selling power of displays 
of unknown merchandise was described by 
Harold W. Brightman, president of Lit 
Brothers, Philadelphia, in an 
tore the local chapter of the American Mar- 
keting Association: 


address be- 


traffic has 
because the 


field of 
interesting material 
statistics developed frequently 
gested relocation of impulse items, changes 
in fixtures arrangements, and even general 


Research in the store 
produced 
have 


sug- 


store layout, often resulting in sharply in- 


creased sales. 
Another field in which 
paid dividends is in the use of the tunctional 


sales research has 


fixture, which means, in a word, the science 


of making the fixture fit the merchandise 
rather than the merchandise fit the fixture 
Such more practical fixtures are improved 
They speed up sell 
increase 


tools for sales people. 
ing, give better customer service, 
sales and profits and build additional cus 
tomer goodwill. 

Some retailers are seeking constant) 
through sales research to learn all they can 
about the basic factors that influence sales 
the most effective means of inducing plus 
the steps they take to 
customer; some of the for 


sales: can increase 


the sales per 
mulas needed to bring down sales costs. 


I could give you many illustrations ot 
the manner in which research has deter 
mined new techniques in old established 


departments, including some that are pretty 
tough to operate, and brought about reduc 
tion of operating costs through better sell 
ing and lower occupancy expenses. But I'd 
like to refer to only one example. 

Every that the 
department is a very profitable unit of the 
business. The Allen Company made a 
study tor the Simmons Company, an outtit 
that is not case on 
generalities, but 1s always eager to get at 
the root of its merchandising problems and 


retailer knows bedding 


willing to rest its 


try to find the specific answers. 
These sales researchers made a study of 
our store, along with 34 other department 


stores. They tound that the bedding de 
partments contributed hardly more than 
1 per cent of store sales, but almost 4 per 
cent of total store profits. A still more 
startling tact developed was that this de- 


partment produces in less than 10 per cent 
of the total and with than 15 
per cent of the total inventory, roughly 25 
per cent of the and almost 50. per 
cent of the profit of the entire 
division. 
The Allen 
studies into the bedding department's profits 
picture, analyzing the costs and = profits of 
every price line. One of the most significant 
facts that they developed was that the best 
quality was also the most 
profitable. Specifically, they found that it 
was four times as profitable for us to sell 
a $39.50 mattress as to sell a $10.95 mattress. 


space less 
sales 

furniture 
exhaustive 


Company made 


merchandise 


It developed still other interesting facts. 

It broke down bedding customers into two 
categories: replacement customers and _ so- 
revealed also that 
beds or bedroom 
cent of all the 


called bed customers. It 
the customers who buy 
outfits, buy about 40° per 
mattresses sold and about 60 per cent of all 
the springs sold. Additionally, only three 
out of mattresses replacement 
customers bought a spring at the same time. 
Naturally, facts 
where sales were being lost, and they indi- 
that we would have to revise the 
layout, location, display and selling efforts 
of our bedding department if we 
take full advantage of 
tunities. 

We, at Lit’s, decided to go further with a 
significant test of our own. We wanted to 
learn just how much pulling power and how 
much sales strength there is in a_ trade 
name—in a branded, well-known nationall) 
advertised product —and we this 
determination to be as_ scientifically exact 
order to true 
[Continued on page 76) 


every ten 
these enabled us to. see 


cated 


were to 
oppo! 
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wanted 


as possible. In assure the 
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J _ Allothe »ingredients that make for\ mannequin 





masterpieces are 
of kids. . 
Smart, sketchy make-up, in fresh, paind- box 


in Old King Colels new line 





colors. . 


i.) Correctly sized, well sculptured bodies. 









me ON 3 Papier-mache construction throughoutt_ 
@ Moderately priced. 
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HARRIS & Co., and Texas, too, can 


be proud of the newly remodeled 
windows recently opened to 
Main and 


downtown 


display 
the public at the busy corner ot 
Akard streets, in the 
Dallas functional 
with all display 
view of the customer, plus the many hidden 
the scenes, are really 
The following 
cerning them have been gathered 
Solomon, display director of the firm. 
had the old Gothic 
under the 
inches off the 


center of 
display 
qualities in 


These stages 


their good 


ideas behind worthy 
of high facts 


from Ted 


pratse. con- 


windows 
architectural look iron grilles 
high bulkheads 30 
sidewalk, and the usual glass squares form- 
light above the window 
gradual slope of the sidewalks 
window floors to such a height 
look up at the 


[The tormer 
windows, 
ing the transoms 
glass. The 
elevated the 
that the passer-by had to 


mannequins, and the mannequins looked 
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ing, high glass windows averaging about 
11 feet, framed with a plain, curved, soft- 
brushed aluminum moulding are the results 
of the complete project. The side drapes 
and center valance of beige texture-weave 
fabric replace the picture frame idea, giving 
a rich appearance either close 
up or at a The background of 
the windows is a cyclorama of fabric in a 
The floor of 


the windows is covered with a rose beige 


each window 
distance. 


beige tone reversible material. 


carpeting. 

windows them- 
valance is in the rear of 
fastened to cables 
counter-balanced, so that it can be pulled 
up or down at the touch of a finger. On 
this center spotlights are 
attached, backed up with tempered asbestos 
These spotlights never have to be 
One 


Behind the scenes of the 
selves, the center 
the side drapes and is 


valance three 
squares. 


reached by a step-ladder for changes. 
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New Windows Make Display Easier 


down at the customer with the more than 


usual far-away-stare in their eyes. 
facing of red granite to 


build 


\ modern store 


othe 


parts ot the 


match remodeled 


By FRANK G. BINGHAM 


merely pulls the valance down to any height 
to adjust the lights or one leaves it there 
desired. The side 
rods to close off the 


for a low display, if 


drapes are on traverse 





windows when the displays are being 
changed. They are equipped with tie-back 
cords to give a graceful drape effect when 
open. 

The three long louvres running horizon 
tally conceal all the “paint with light” 
equipment which is spaced about 2 feet 
from the background curtain. All lighting 
equipment is suspended with fine cable and 
on counter-balanced weights, enabling the 
display staff to change the colors, replace 
bulbs, and adjust them by merely lowering 
the equipment — like pulling down a window 
Between louvres is a ceiling 
boom that can be lowered or raised to take 
care of any display suspension effects. The 
counter-balanced weights along the back 
wall were made with 8-inch tubes filled with 
concrete with hanger bolts inserted in them. 
The cyclorama background curtain with a 
free and loose pleat hangs from a circular 
rod which is counter-balanced in the 
same manner as the lighting equipment. 

As for the actual floor of the window, it 
is 1 foot below This 
was purposely done to create unusual sunken 
effects and give variety to the floor level 
For daily use, built-up platforms are used 
to raise the floor to the bottom glass line. 
In the language of the theatre these are 
called theatrical parallels. They are 
structed of 1 by 3-inch lumber, corner braced 
with triangular pieces of veneer, hinged on 
all four insides so as to fold up for storage 
The floor pieces are made 


shade. these 


also 


the actual glass line. 


con- 


in-a small area. 


of l-inch veneer cut to size and cornet 
blocked underneath to fit into the open 
frame. Each window has three of these 


parallels in various sizes, so they can be 
used singly or on top of each other in step 
[Continued on page 94] 


—Behind the scenes in the remodeled windows 
at A. Harris & Co. are such display helps as 
suspended, counter-balanced lighting equip- 
ment, removable tank, water pump, theatrical 
parallels, and a number of other features which 
make display easier and quicker to handle— 
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Bamberger's Parade 


Draws Thousands 

New Jersey's Thanksgiving Day parade, 
a traditional event staged each year by 
lL. Bamberger & Co., Newark, drew an 
immense throng of people this year as it 
presented holiday, circus and_ storybook 
characters on fabulous floats. Planning, 
construction and operation of the gigantic 
presentation were directed by George P 
Slockbower, vice-president and_ publicity 
director of the store, and Robert McCorkle, 
display director. 

\ description of some of the major floats 
of the parade tollows: Accompanied by a 
color guard was a historical float depicting 
General Washington’s crossing of the Dela- 
ware with members of the Continental army, 


farmers, and_ trappers. A tremendous 
American eagle on the float carried a ban- 
ner with the title “The State of New 
Jersey” 


The storybook section of the parade 
opened with two medieval pages in velvet 
and satins carrying “Once Upon a Time” 
scrolls Eight knights in armor mounted 
on prancing white horses followed to intro 


TRADE PERSONALITIES no. 70 
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duce the goose that laid the golden egg. 
This glamorous goose had silver foil fea- 
thers and golden foil eggs in her nest, while 
on her head rested a golden crown and on 
her back was a beautiful princess. 

Next came the “Old Woman Who Lived 
in a Shoe”, with her numerous children. 
“Humpty Dumpty” was probably the most 
popular float in the parade. This character 
was omitted from the performance last year 
and Bamberger’s received so many letters 
from disappointed children that it was de- 
cided to feature him this year along with 
\lice in Wonderland at tea with the White 
Rabbit. Playing cardsmen marched with 
this float. 

Eggheads, little men with enormous heads 
and funny faces, frolicked along the line of 
march, just in front of and behind “Rub- 
a-dub-dub, Three Men in a Tub”. Pinocchio 
was escorted by balloon boys and had a 
small bird perched on his long nose. 

Giant rats carried signs to announce the 
Pied Piper of Hamlin, leading 14 dancing 
children in peasant costumes. ‘Mistress 
Mary” stood among 16 flower girls all 
wearing colorful petals around their faces, 


by Tony Brinker 



















He 1s A WORLD WAR 1 VETERAN, 297 DIVISION. ENTER- 
ED DISPLAY FIELD IN 1920, REPRESENTING HUGH 
LYONS IN THE SOUTH. TOOK ON BLISS DISPLAY CORP- 
ORATION LINE IN 1938 AND GRENEKER MANNEQUINS 
IN 1939. HAS UNCANNY ABILITY TO PICK OUT BEST 
SELLERS AT DRAWING BOARD STAGE . RIVALING HIS 
PIRST HOBBY WHICH IS BUSINESS IS HIS SIX YEAR 
OLD DAUGHTER AND SEVENTEEN YEAR OLD SON. 

WE WOULD RATHER MAKE A FRIEND OF HIS ie eel 
ANCES THAN A CUSTOMER. 



















das BEEN “FATHER CONFESSOR 70 
» TWO GENERATIONS OF DISPLAY Di- 
RECTORS IN THE SOUTH. HE HAS 
NEVER' MISSED A DISPLAY CON- 
VENTION OR MARKET WEEK DURING 
TWENTY-EIGHT YEARS, IS THE 
MOST NATURAL HOST IN THE PRO- 
FESSION, KEEPING “OPEN HOUSE” 
FOR DAYS ON END. SELDOM GETS, 
OR NEEDS, MORE THAN THREE HOURS 
SLEEP, EATS ONLY BURNT 
HAMBURGERS AND DRINKS 
ANYTHING. MAIN OBJECTIVE 
IN UFE IS TO OPEN HAM- 
BURGER STAND WITH ROCK— 
ING CHAIR ON THE SIDE. 


LP Lee’ | 
WHER 
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while a flower pot marched behind the float. 

“The Cow Jumped Over the Moon” was a 
traditional Bamberger presentation —a very 
large float with a cow jumping over the 
moon time after time. Also on this float 
cats and dogs formed an orchestra which 
played nursery rhyme music. 

“Wynken, Blynken and Nod” rode in an 
enchanted silver shoe in the parade, the 
shoe floating on fluffy blue clouds stuffed 
with stars. The man in the moon and star 
maidens in ballet costumes completed this 
picture. 

A gingerbread house with a witch perched 
on the chimney came next; the witch 
watched children munching goodies from 
the cake and cookie dwelling, while ginger- 
bread men marched alongside. 

“Mother Goose” was seen riding her broom 
among the clouds, accompanied by char- 
acters from her stories. The Donald Duck 
navy in Gilbert and Sullivan motif followed; 
Donald stood on watch as the admiral while 
ten duck sailors rowed the battleship. 

The “Queen of the Hippos” carried on 
her back a maharaja riding in Oriental 
splendor; dancing girls trom his harem and 
attendants in Turkish apparel followed. 

A shiny bandwagon was followed by a 
clown who turned into a pig, a clown who 
rolled a girl around in a hoop, one who 
sat on a hot radiator, two clowns who 
took turns falling out of a basket, one who 
cut off the head of a brother clown, others 
extinguished a fire, and two clowns taught 
a monkey to be a wirewalker. 

The “Happy Holiday Section” was de- 
signed as a climax to the parade. A mag- 
nificent turkey was seen surrounded by giant 
cooks, and another turkey roasted his fat 
chef. A tremendous snowman with snow 
ballet dancers performed a winter wonder- 
land scene to introduce the traditional 
sleigh, reindeer, and Santa Claus. 


Einson-Freeman Adds 
To Sales Staff 


John Shaw, former manager of the 
Detroit office of The Steimar Company, Chi- 
cago, has been appointed to the Chicago 
sales office of Einson-Freeman Company, 
Inc., lithographer, Long Island City, N. Y. 

Wally Fraser, former New York repre- 
sentative of The Display Corporation, Mil- 
waukee, and previously with Fortune and 
Scripps-Howard, has been appointed to the 
New York sales staff. 

“T” Edwards, point-of-sale advertising 
specialist, Atlanta, will represent Ejinson- 
Freeman in his territory. 

The appointments were announced by 
\lbert Hailparn, executive vice-president 
and director of sales of the firm. 








We invite DISPLAY WORLD 
readers to make frequent use of the 
Service Bureau for information on 
resources for all types of display ma- 
terial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
charge is made for this service, of 
course. 
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crated for safe shipment. . . he 
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IN A CITY ... ORDER NOW! 


No. 1118. BERMUDA STONE No. 1121. BROKEN BERMUDA No. 1123. BERMUDA STONE 
COLUMN. Large base provides STONE WALL. Large sectional ARCH (HALF). Half arch may 
ample display area .. . 78" x 34” wall in plain slab effect... 85" x be used separately or one right 
x 22". Each . .$44.50 38" x 9". Each. .. .$39.50 and one left make complete arch- 
No. 1119. LOW BERMUDA STONE No. 1124. SCULPTURED BERMU- way...half arch 89" x 43" x 12"; 
WALL. 60° x 27" x II". DA STONE BLOCKS. Size, 18" x complete arch, 89" x 86" x 12" 
Each Shee $32.50 18" x 4". Set of 2 $15.95 . .» specify "left" or "right", or 
No. 1120. CURVED BERMUDA No. 1127. SCULPTURED BERMU- “complete arch" when ordering. 
STONE WALL. 48" x 50° x 10". DA STONE FIGURE. Size, 20" x Complete Arch . $105.00 
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TRANSPARENT SHADES 


protect your valuable window 
displays from sun-fading—give 
you unequalled “Sun Protection 
plus Visibility” for more sales 
and greater profits. 


SEE THE PROOF! 
Make this free teat! 


MAIL coupon for generous test sam- 
ples of Jnfra-Chem in popular colors 
and new colorless... 

TEST Infra-Chem in your windows in 
brightest sunlight .. . 

SEE how unprotected material quickly 
fades to a costly sunburn loss! 
JUDGE for yourself how Infra-Chem 
protects material from sun damage— 
keeps valuable displays safe and 
fully salable! 


MAIL THIS COUPON TODAY 
Yes, mail me full information, plus test samples. 
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Point-Of-Sale’s Place 
In Distribution 


By W. E. HERBER* 
W. L. Stensgaard & Associates, Inc., Chicago 


of-sale in the distribution set-up and 

the basic requirements for the point- 
of-sale program by manutacturers and re- 
tailers. The increased emphasis on point- 
of-sale by both manufacturers and retailers 
leads me to believe that a general dis- 
cussion of the subject and the methods that 
are being used to obtain the maximum of 
programs 


| would like to discuss the place of point- 


effectiveness from point-of-sale 
will be of interest. 

We are living today in a country that has 
changed tremendously in the last few years. 
For instance, the United States’ population 
has increased from 131,669,000 in 1940 to 
144,000,000 in 1947. This is an increase of 
9.3 per cent. 

Twenty-three million births were recorded 
to 1947. This is an increase of 30.7 per 
cent beyond the normal number of marriages 
which might have been anticipated during 
that period. Actually, more than one-third 
of all United States families today were 
formed during the last seven years. 

Twenty-three million births were recorded 
from 1940 to 1947. This is an increase of 
32.3 per cent beyond the normal number. 
The United States’ national income in- 
creased from  $78,347,800,000 in 1940 to 
$200,000,000,000 in 1947. This is an in- 
crease of 156 per cent. 

Retail sales increased from $42,000,000,000 
in 1939 to $117,724,000,000 in 1947, or an 
increase of 180 per cent. Consumer dis- 
tribution income increased 176 per cent from 


*Address before the Cedar Rapids Display Club, 
November 17, 1948 














the 1935-1939 average. During the current 
period, cost of living increased over 35 per 
cent. In 1946, there were about four times 
as many families in the middle income 
group, that is from $3,000 to $10,000 a year, 
than in 1940, and they had about 3-1/3 times 
as much money left after taxes. 

Actually, there are more families with 
incomes of $3,000 in the six cities of New 
York, Chicago, Philadelphia, Los Angeles, 
Detroit, and Baltimore than there were in 
the entire United States in 1940. 

As of January 1, 1947, 77 per cent of this 
country’s population had no adult experience 
with World War I; 63.3 per cent had no 
adult experience with the 1939 crisis; 58.4 
per cent had no adult experience with the 
Republican administration; 48.2 per cent 
had no adult experience with peacetime 
economy; 44.4 per cent had no adult ex- 
p2rience with a free market for consumer 
g ods. 

The war was responsible for making these 
United States a gigantic machine capable 
of swallowing immense amounts of raw 
materials and spewing them forth in the 
shape of finished products. People have 
more money to spend, more jobs, more sav- 
ings, more luxuries, a little more of every- 
thing than they have ever had_ before. 
What's more, the people seem to like this 
situation. 

Seemingly everything is rosy, but if we 
take off the rose-tinted glasses, we see that 
some products are not as scarce as they 
used to be. In many industries there are 
reduced backlogs of orders, canceled orders, 








— "But dear, that was no lady you saw me with last night!" — 
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and more and more insistence on the part 
of the consumer to know what he is buying 
and what the product will do for him in 
comparison with other products. 

There are plenty of household appliances 
around; white shirts are back in all shapes 
and sizes; the used-car dealers have their 
wailing wall setting in front of their lots 
and their screams of anguish can be heard 
for blocks. You can hear the housewife 
scream, too —scream about prices. 

Department stores are hard-pressed, too. 
Their store volume is high, but their net 
earnings continue dropping off. People are 
paying a little more slowly. A great amount 
of department store working capital is tied 
up in charge accounts. 

Business realizes that it must sell more 
goods to maintain our present economy. 
Once again selling is coming into its own. 
The sales managers are packing their bags 
and riding the sleepers. All of which means 
that selling must take advantage of all the 
assistance it can get or it will fail to attain 
the huge amount of orders necessary for 
industry to support itself at its present high 


level. 
Management knows that product prices 
are as low as possible. Time study men 


are working every day. New machines and 
better production methods are constantly 
being developed so that consumer goods 
can be made even more cheaply. Manage- 
ment, however, is not satisfied with dis- 
tribution. We hear more and more talk 
about the cost of distribution being too high. 

Now this term distribution covers a 
multitude of activities, all of which are 
associated, but all of them very much differ- 
ent with their own problems and own head- 
Distribution isn’t only the physical 
transportation of goods from one place to 
another. It includes everything that hap- 
pens to a product between the time that it 
comes off the assembly line and the time 
it is ultimately owned by the consumer. 
It includes advertising and sales promotion, 
point-of-sale and shipping, warehousing and 
vholesaling and retailing. Furthermore, it 
takes the largest slice out of the consumer 
dollar. In 1939, the 20th Century Fund made 

study and found out that 59 per cent of 
every dollar went for distribution. — It’s 
higher now, and of course it’s still going up. 


aches. 


It is important, therefore, that the maxi- 
mum efficiency is obtained from every dis- 
ribution dollar in order that more and more 
oods may be produced and sold at a lower 
ost. We will concern ourselves with only 
ne phase of this distribution, namely, point- 
t-sale 
here are many definitions of the term 
point-of-sale”. I think it important that 
settle on one definition so that we all 
ink alike. I know from experience that 
© often point-of-sale is received by the 
rds “Oh, yes, you make displays” or 
ven, “All the manufacturers want to put 
eir name on the displays and I think it is 
mply terrible because it spoils all the 
eauty. 
Our own organization is devoted to the 
lence of merchandise presentation, which 
define as the process of creating a bet- 
appearance, arrangement, and drama- 
‘ation of service or products at point-of- 
le. The definition of point-of-sale that I 
e best is something along this line: ‘“Ad- 
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Capture ATTENTION 


Automatically 


with 
ADmatic 


An attention-getting "NATURAL" for 


Store windows 

Store departments 

Dead end of aisles 

Head of escalators 

Credit department where people wait 
Tea rooms and restaurants 

Style shows 

Seasonal merchandising, etc. 


Your desire to induce prospective customers to enter yout 

re to promote buying action within store departments is 
olved through ADMATIC Slide Projectors. Admatic car 
iutomatically feature any merchandise or store service in a 
sequence story with thirty 2” x 2” color slides magnified upon 
the large cabinet screen The brilliant, true color of projected 
messages 1s impressive and appealing a practical, highly 

ctive, economical display medium for year-’round use 


Write for price, circular and specifications 


AD watic P rojector Company 


SALES AND DISPLAY OFFICE 
318 West Randolph Street «+ Chicago 6, Illinois 
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a process of pushing the con- 
sumer towards the point-ot- 
sale is a process of pushing the merchan- 


vertising is 
merchandise ; 


dise toward the consumer.” 

To recapitulate what we have said up to 
now sounds something like this. We have 
to sell more if we are to keep our present 
economy. Selling comes before production 
It is impossible to make and sell a product 
on a national scale without using a system 
of distribution. One of the most important 
available both to the manu- 
facturer the retailer in any system 
distribution is a properly planned and exe 
cuted point-of-sale program. 


selling aids 


+ 
Ot 


and 


Point-ot-sale is the place where all of the 
advertising and and 
It is the place where 


investment and ideas 
values fail or succeed. 
the consumer or the people decide whether 


or not the product is as good as the manu 


facturer and the store think it is = and 
whether or not the product looks like the 
one that was advertised. 

Point-of-sale is the place where all the 


time, advertising and money spent in selling 
name its final test; that 
not an actual sale is made. 


a brand meets 1s, 
whether or We 
think this is particularly important because 
the customer expects satisfaction and service 
and a standard of value from a_ branded 

Only 
to put 
assume the responsibility 


do 


product when a manufacturer 1s 
on a product and 
for 


brand 


willing his name 
satis- 


ot 


greater 
faction vou have a name any 
value 

brand 
business started, were required to 
put their mark on the clay bricks that 
if anything happened to the building made 
ot these bricks, it could be traced back to 
the fellow who made the unsatisfactory 
bricks in the building and he held re- 
sponsible and punished accordingly. Today 


the manufacturer 1s punished when his prod 


Back in the slave days when this 
slaves 


sO 


Was 


uct Is not up to competitive values. Names 
and brands must mean something to. the 
consumer in order to sell the retailer the 
value of using that name or brand in his 
advertising and point-of-sale displays and 
merchandise presentations. Consider the 
vears of identification behind the Victor 
dog; Towle silver has been a_ trademark 


accepted for years in its field; to many cus- 
tomers, there are no shirts but Arrow shirts; 
Palm Beach is “The” light-weight clothing 
suit; “Sherwin-Williams Covers the World” 
and everyone believes it. 

But no one actually buys a product from 
the ads. They merely are pre-sold by ads, 
made ready to buy. The product must look 
as good or better in the store than it did in 
the advertisement, or something causes that 
product to slip the estimation of the 
person intending to buy it. Also, remember 
in the store there may be competitive prod- 
ucts and switching by the 
other Retail 
aware of the need for better sell- 
and 


in 


sales person to 


some make store manage- 


ments are 
ing of 
for improvement by the stores 

But 
ested in selling all of 
of merchandise housed 
can not give the detailed attention to their 
presentation of the best methods of selling 
one product family of Ot 
course this statement might vary somewhat 
with certain stores featuring certain prod- 


merchandise have taken steps 


store managers are primarily inter- 
the 
under one 


assortments 


root and 


vast 


or products 
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ucts, but generally this statement is true. 

From where, then, will come improvement 
of product, identification, better sales pre- 
sentation at point-of-sale, and methods ot 
selling the customer the specific product as 
she wants to have it sold to her? 

It can only come from the person who 
has the largest stake in such progress - 
who has only one thing to sell —and_ this 
is the manutacturer. 

It must be sold to the retailer because 
it’s good for the retailer; it helps the cus- 
tomer, it profits the manufacturer, and is of 
benefit to all 

\nother reason the manufacturer must be 
concerned about his point-of-sale is be- 
cause his great investment in engineering, 
in manutacturing efficiency, is of little value 
if the public does not see the product in 
a satisfactory manner to insure it being 
understood and appreciated. We watch 
people in production make — split-second 


operations to create better value. The cus- 
tomer does not know that and perhaps does 
not care. There is no good reason for 


telling the consumer about the millions of 
dollars invested in production. 

To insure that the point-of-sale program 
is the right kind of program and that he is 
receiving full value for his dollar, the manu- 
facturer must set up his program of mer- 
chandise presentation. It isn’t a simple 
thing to do, but it can and is being done by 
manufacturers who are busy getting their 
house in order for the coming of real se ling. 

Some of the things a manutacturer must 
accomplish in his point-of-sale program are: 

1. He must insure that point-of-sale is 
helping him to establish leadership in iden- 
tification and promotion for his product at 
point-of-sale. 

2. He must study his objectives in dis- 

tribution and relate these objectives to his 
point-of-sale activities throughout the year. 
This is necessary so that stock is insured 
the maximum use per square foot for space 
used for the sale of that product. Secondly, 
the products obtain the maximum turn-over. 
Thus the presentation is better and the prod- 
uct 1s more competitive. 
3. The manufacturer must classify retail 
outlets by type and volume. In other words, 
it is evident that a large department store 
in a metropolitan section is a different type 
of store than is a small hardware store in 
a rural town. The point-of-sale plan must 
insure that each type of retail outlet obtains 
the proper horsepower in their display ma- 
terial. The result of this planning 1s that 
waste is eliminated to a great degree, for 
aiter retail outlets are classified, the point- 
of-sale promotion must be designed and 
planned according to the information ob- 
tained and thus related to distribution. 

4. The point-of-sale presentation to the 
manufacturer's own sales organization and 
to his distribution must include the retail 
arithmetics that his own salesmen and the 
merchant can understand. In other words, 
the salesmen and the merchant must know 
what the promotion will do for him. He 
must know such things as sales per square 
foot of space occupied, gross markup and 
selling cost and of course net profit. The 
retailer deals in competitive items and 
knows his figures usually by departments 
and not by items. If the average for a cer- 
tain section of his store is off, the manufac- 
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THE FROST IS ON THE WINDOW 
...but Spring (displays 
will soon be here! 


and as always, TIMBERTONE will present for 
Spring a distinctive assortment of newly designed 
papers. 

These papers were received with great enthusi- 
asm by all who saw them during the recent NADI 
Market Week in New York. 

If you were unable to see the TIMBERTONE 


line then we suggest an early visit to your job- 
ber for a complete showing of these delightful new 
papers. 


TIMBERTONE DECORATIVE CO.. INC. 
324 LAFAYETTE STREET NEW YORK 12, N. Y. 
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turer must know that his item is not to 
blame and be able to show the merchant 
how he can help to improve his over-all 
job. Thus, we say, point-of-sale is factual, 
not concerned with generalities. 

If the manufacturer or sales organization 
does not understand point-of-sale planning, 
naturally he can not expect the type of 
cooperation and results that he 
led to possible. Salesmen are 
people and people can only do a good job 
with what they sincerely believe in. 

5. Point-of-sale displays, identification, 
and demonstration devices must then be 
produced. Under this heading, particular 
attention must be paid to the quality of 
material and production of the displays 
themselves. Certainly, retailers today are no 
more satisfied with shoddy workmanship in 
displays than they satisfied 
shoddy workmanship in the product. 

6. Point-of-sale promotion must include a 
constant follow-up and check in the field. 
Too often results are taken for granted and 
past errors are 
Only 
tained by a 


might be 
believe is 


would be with 


repeated from year to year. 
through proper surveys of results ob- 
particular promotion can an 
intelligent effort be made constantly to in- 
crease the 
planning 
Now let us consider the retailer and how 
he can best take advantage of the oppor- 
tunities afforded by manufacturers’ dealer 
helps and how he can improve his 
merchandise presentation. 
Stores today will use: 
1. Displays that bring a benefit. 
2. Displays that fit store space and char- 


effectiveness of point-of-sale 


own 


acter. 

3. Displays that do a better job of mer- 
chandise presentation and assist to control 
inventories and do related selling. (Triple- 
threat displays.) 

4. Dimensional characte 
wanted trademarks. That 1s, 
ucts have space to hold them 


displays of 
if small prod- 








—This is the float by Wes Ten Eyck, display manager for Donaldson's, Minneapolis, which won 
second prize for the store in the annual Aquatennial held in the Minnesota city. 
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5. Displays coupled to the advertising 
and merchandising plan, again to fit store 
character. 

6. Display sketches and ideas tied in 
with some materials that the store can fit 
into its own advertising and policy scheme. 

7. Display that is functional, that has 
proven ability to increase sales per square 
foot over average and reduce cost per 
transaction. 

These displays must then: 

1. Identify and improve product showing. 
Proper consideration must be given to such 
things as points of greatest traffic, advan- 
tage of proper location, etc. 

2. Repeat and dramatize the advertising 
message. 

3. Make the product appear its best. If 
the product is allowed to get scratched or 
dusty and allowed to be shown improperly 
in shoddy looks of less 
value than it would in the advertising or 
than it would in the home. 

4. Compete with competitive products. 

5. Dramatize the features and picture the 
benefits of the 

6. Encourage and help make the sale. 
cost and 
utmost importance 


surroundings, it 


merchandise. 


space, and this is 
from the 


7. Earn its 
certainly of 
store’s viewpoint. 

In the language of the retailer, it must: 

a. Be acceptable 

b. Produce more sales per square foot 

c. Improve retail and suggested selling 


d. Improve inventory control, and _ turn- 
over 

c. Direct traffic to the product 

ft. Use skyscraper space of the square 


foot area 

g. Make the stock more interesting 

h. Reduce the cost per transaction 

Display managers must become more alert 
to the possibilities of their field, become 
more merchandise selling minded. They 
must think less of impressing management 


through display and work more towards 





The float was 


40 feet long by I2 feet 6 inches wide and 13 feet 6 inches high. All flowers, ferns and trees were 
natural and actually planted. 
orchestra. 





The float carried ten models, two men and a seven-piece 
An estimated crowd of 750,000 watched the parade— 
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ielping the customer pre-select merchandise. 
Display managers must learn more about 
the “Do’s” and “Don'ts” in presenting spe- 
cific products. All merchandise can not be 
presented as a fashion setting. Display must 
become less and less a decorative and more 
ind more a direct aid to selling. 

To do this job doesn’t require a_ huge 
budget and a 50-man department. It does 
require a fundamental knowledge of mer- 
handise, which statement when boiled down 
is merely an intelligent matter - of - fact 
analysis of the goal that you are striving 
for, some ingenuity — which is the stock in 
trade of display people —and the study and 
consideration of the techniques recommended 
by manufacturers and examples of proven 
worth. 

Windows are potentially the most produc- 
tive advertising medium of the retail store. 
foday, smart stores are taking advantage 
it the following: 

1. Spotlighting of goods in demand. This 
is important when buyers are getting cagey. 
People stop to look at the things they want. 
If the store is featuring fast-selling mer- 
chandise, the public gets the impression that 
the store has the right merchandise in all 
its departments. 

2. Windows are kept timely. The dis- 
play manager maneuvers to make his win- 
dows tie-in with events of public interest. 
In small communities, alert store managers 
capitalize on local events such as_ sports, 
movies, ete. They will even set up special 
weeks and days in order to collaborate 
with the publicity special events always 
produce. 

3. They back up newspaper and magazine 
advertising. Thus the selling power of the 
window is considerably enhanced. Such 
windows reach customers that haven't seen 
the advertising. Such a tie-in doubles the 
impression that the merchandise displayed 

d good buy. 

4. Merchandise is presented dramatically. 
Wherever possible, goods are shown in use. 
\ recent survey showed that when apparel 
was laid out flat on a table, 6 per cent of 
passers-by stopped to look. When shown 
on an inclined surtace, 31 per cent stopped 
to look. 

5. They are using motion whenever pos- 
ble and demonstrations when feasible. 
Manufacturers are constantly checked to 
scertain the cooperation they offer the 
tore with their demonstrations. 

6. Windows are kept simple and in good 
taste. The simpler the layout the better 

( display. The merchandise does not look 
luttered. Consequently, the shopper finds 

simpler to focus his attention. Planned 
rrangements pay off with increased sales. 

7. Display departments are constantly on 

e alert for new materials. Increased use 

being made of plastic, synthetic papers, 

netional glass sections, etc. 

In interiors, more and more use is being 

ide of open displays. Stores are featur- 

g racks and bins from which the customer 

in help herself. Thus more advantage is 

ing taken of increased impulse sales. 


Signs are beginning to tell the customer 


iat the sales person would tell her, not 
“Exquisite for your moonlight evenings” 
it, “Genuine all-silk that will wear like 
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There’s a MANNEQUIN for every need at 


DURAN S 


You are always welcome to visit our 
complete Showrooms and Factories 
in NEW YORK and MONTREAL. 
Duran manikins are made with 
our special formula 


"DURA-KIN" 


Not an ounce of plaster is used. 


DURAN’S STYLE - RITE 
MANNEQUINS 


27-31 BLEECKER STREET 
NEW YORK CITY 12 




















810 PENN AVENUE, PITTSBURGH 22, PA. 














| 
| 
| 
| 





FOIL and FANCY 


PAPERS 


Plain and Embossed, Borders, Base Metal, 
Puffing Foil, Florist Foil, Chain Links. 


IN STOCK FOR IMMEDIATE DELIVERY 


USE THE 


OPPORTUNITY EXCHANGE 





POSITION WANTED POSITION VACANT 454 Broome Street, New York 13, N. Y. 








For any WANT AD purpose: | R. A. OHLHORST 


USED DISPLAY EQUIPMENT FOR SALE 
ORIGINAL 


REPRESENTATIVES WANTED COSTUMES of YESTERDAY 


~ Rent from 
| KATHERINE BURR FLEMING 
$3.00 Per Column Inch — CASH WITH ORDER 76 Rogers St. Tel. 1756 Branford, Conn. 








Write for circular of photos. 
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Maintain Sales Volume 
with BETTER DISPLAYS 


NEW MANNIQUINS. 
SIT — BEND — STAND 





Write 
Today 
for 
Catalog 
on 
items 
You 
Desire 














MANNIQUIN DISPLAYS 


MILWAUKEE 2, WIS. 


532 N. WATER ST. 





rly 
pEcO inter a d Eo 
resting — : zeriors on 
wr a 
* cr 
poco inspire — 
win 


Prompt deliveries— 


Order today 


MIDWEST 











| MERRY CHRISTMAS 

; and 

} A VERY HAPPY NEW YEAR 
2 To All Our Friends 

}  TRIM-RITE COMPANY; 
; 315 Clinton Avenue, Newark 8, N. J. { 











USE THE 


EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED 
POSITION VACANT 


FOR SALE 


$3.00 Per Column Inch 
CASH WITH ORDER 


OPPORTUNITY 


USED DISPLAY EQUIPMENT 
REPRESENTATIVES WANTED 
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iron’. Thus the signs help the customer to 
visualize the item in his own home or in use. 

Best sellers are being emphasized. Stores 
are determining the best-selling numbers 
and allocating them, giving them store space 
in relation to their turn-over. For instance, 


quart cans of white paint are best-sellers 
in the paint department, but in a great 
number of instances stores will be out of 


Plain colored ties are 
a best-seller in the tie department, yet 
sufficient display and selling attention 1s 
not given to these fast-moving numbers. 
Displaymen cooperating more and 
more with the merchandise men of the stores 
to determine the best-sellers in a depart- 
ment and insure that they receive the proper 
display. The merchandise men in turn in- 
sure that the inventory of items is 
sufficient so that they are not out of stock. 
It is our observation that the ordinary store 


cans of white paint. 


are 


these 


is sometimes too concerned with selling 
slow-moving items when, with the same 
amount of effort, they could greatly in- 


crease their sales by a concentration on the 
best-selling numbers. 

We know that advertising always works 
better when it is backed up properly at 
point-of-sale. The entire country is now 
faced with an era of selling, 1f our present 
economy is to survive. come 
too easily for most of us in America today. 
Only the good salesmen will survive. 


Business has 


Therefore, we must not fail to use the 
powerful selling tools that are available 
through any good point-of-sale program. 
Their proper use backed up by aggressive 


merchandising and informative selling spells 
better distribution at low and more 
sales and a better way of life for all. 


cost 





EMPHASIS ON BRAND DISPLAYS 
STIMULATED SALES 


[Continued from page 64] 
pulling power of the brand name, we de- 
termined that a true sales test should elimi- 
nate floor salesmanship, and depend entirely 
upon the customer exercising a free choice 
of the desired product at the point-of-sale. 
We without men- 
tioning brand name, and, once the customer 
the allowed her to make a 

without direct or indirect 
pressure upon the part of our sales person- 


created traffic, therefore, 


was in store, 
decision any 
nel. 

It was almost 
dise in a vending machine. 

For the experiment, Simmons supplied us 
with 48 mattresses, all of standard construc- 


like putting the merchan- 


tion, all identical, each covered with a 
superior ticking so that it represented 
greater value than the standard product 
On one-half of these we carried the Sim- 
mons label; on the other half we placed 
the “Dreamland” label. They were both 


priced the same and were displayed in two 


piles on the sales floor. With a small ad- 
vertisement mentioning no brand name we 
created good traffic. 

The results were most interesting In 
one hour and 17 minutes we sold every one 
of the Simmons mattresses and only one 
ot the “Dreamland” mattresses. We then 
carried the experiment further. We repeated 
the same test with a larger quantity of 
mattresses, but with two changes: (1) we 
used the Simmons name in the advertise- 


ment to measure the amount of increased 
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traffic that would result; and, (2) we price: 
the “Dreamland” mattress $5 
below the Simmons. Store traffic increased 
three-fold, but even with the price differ 
ential of $5 in favor of the unknown brand 
i short time we sold 32 Simmon 
against four “Dreamland” mat 
tresses. Later that same day we droppe 
the price of the “Dreamland” another $5 
but even with this price differential of $10 
Simmons sold 14 against 13 “Dreamlands” 
This unusual test was a form of re 
search that showed the power of the brand 
name even in the face of a price differential 


unadvertised 


ina 
mattresses 


Very 


sales 


I could go on for a long time telling you 
instances where research has paid dividends 
to Lit Brothers and some other department 
stores that have engaged in it extensively 
You no doubt are now convinced that | 
am strongly sold on the very broad _ place 
for research in retailing. 

In conclusion, I would like to stick 
neck out and say that I think our problems 


my 


are going to be even greater in 1949—| 
think there will be even more of them 
Business in dollars through spring, 1949, 
just as through the balance of this year, 


will be good — not easy to get, but there to 
be had by the go-getters. Transactions, as 
I have already indicated, will, I believe, be 
up—and can be up substantially for those 
same go-getters who know how to, at least 
partially, offset the customer's resistance to 
present high prices by better values, better 
advertising, better merchandising and better 


selling. And they will be helped by the 
fact that prices are tending to level off 
and in some cases will be lower in_ the 


spring. Industrial production is increasing 


in middle and lower price lines and manu- 


facturers are doing a _ better quality job 
But with wages and all other types of 


expenses still trending up, with transactions 
increasing, with truly efficient operation still 
too much in the talking stage, our business 
still needs plenty of research, plenty of ex- 
pert study, plenty of new techniques, plenty 
ot to meet new conditions — and 
that is the challenge both to the retail field 
and to you men and women who are experts 
in the field of marketing reesarch. 


changes 


Department Changes 
Made At Burdine's 


Harry Eastham, display director for Bur- 


dine’s, Miami, announces that several 
changes have been made ‘in the organiza- 
tional set-up of the display department. 


William Raulerson is assistant display di- 
rector, in of all window and 
terior displays. John Collier has 
appointed display director in 
charge of all design and production. 
Both and Collier have 
with Burdine’s for a number of years. 


charge in- 
been 
assistant 


Raulerson been 








We invite DISPLAY WORLD 
readers to make frequent use of the 
Service Bureau for information on 
resources for all types of display ma- 
terial and equipment from air brushes 
to zebras (stuffed), or for general 
consultation on display problems. No 
charge is made for this service, of 
course. 
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smartly modern... 
distinctly different... 


Acays NIA OM showre Me 
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FROM COAST TO COAST... 
Madisonia Extends Its Greetings 
Gor The Holiday Season 


FROM COAST TO COAST... 


MADISONIA 


AMERICA’S LARGEST MANIKIN REFINISHERS 


NEW YORK | DALLAS PASADENA SAN FRANCISCO 


164 W. 25th Street 1209 S. Industrial Boulevard 1881 N.Fairoaks Avenue 577 Howard Street 
New York 1. N. Y. Dallas 2, Texas Pasadena 3, Calif. San Francisco 5, Calif. 
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COLORS 


THEY’RE A 
PLEASURE 
TO USE! 


@ So free-flowing 
@ So easy to apply 
@ So quick drying 
@ So opaque 

@ So uniform 


There is a difference in show card 
colors! Quality does tell. ACE Colors 
have a reputation among some of the 
leading sign shops in the country for 
top satisfaction in application — top 
satisfaction in results. 


Strict laboratory formulation and con- 
trol assure the sign-writer, displayman 
or artist dependability in any of the 
36 ACE colors. 


Won't you accept our invitation to 
get acquainted with the ACE line? 







Write today on 
your letterhead 
for free Color 
Card and sample 





ewe 
TyaQvone muE 
. 








PRESCOTT PAINT CO.,INC. 


50 CHURCH STREET, NEW YORK 7, N. Y. 
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Philadelphia Children Ride Over 
Wanamaker's Toy Department 


John Wanamaker, Philadelphia, has in- 
stalled two “Rocket Express” mono-rail 
trains in their toy department this season 
and reports are that the number of chil- 
dren who stand in line to ride them grows 
The trains are suspended trom 
trolleys operating on a 


each day. 
the ceiling by 
mono-rail track over the department. 

Children enter the trains from an elevated 
station and ride around the 400-foot long 
track tor an unobstructed birds-eye view of 
Toy Land with all its colorful toys on 
display below. 

Boys and girls from two to 12 enter the 
loading zone through a maze and up a 
ramp—a thrill in itself for small fry. 
\ttendants on the platform open the double 
hinged doors on the sides of the cars and 
help seat the passengers. Each car has four 
seats, seating eight children, or 24. pas- 
sengers in the three-car trains. One train 
unloads and reloads passengers while the 
other goes around the circuit. Automatic 
electric block signals prevent any possibility 
ot collision. The trains move at a normal 
walking speed of 125 feet per minute. This 
gives the excited youngsters an opportunity 
to see the dolls, games, trains, and hun- 
dreds of other tovs at close range as well 
as the thrill of a ride over the heads of 
Christmas shoppers. 

The “Rocket Express” was developed by 
Clinton B. Clark, formerly display director 
of the Milwaukee Boston Store, following 
the suggestion of the president of the 
store who proposed that the store’s train 
ride be elevated to run over the wall cases 
and aisles in order to conserve valuable 


floor space 


Top Honors In Contest 
Go To Richard Staines 


First prize of $250 in the department and 
general store division of the display contest 
National 
Company, Eau Claire, Wis., has been 
awarded to Richard A. Staines, Vandever 
Dry Goods Company, Tulsa. Second prize, 


sponsored — by Pressure Cooker 
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$150, was won by Virgil Aceredo, Hale 
Brothers, Sacramento, and the $100 third 
prize went to George H. Wagner, J. L 
Brandeis & Sons, Omaha. 

In the hardware and appliance store di 
vision the three top prizes were won, re 
spectively, by the following: Standard 
Hardware Corporation, Portsmouth, Va.; 
D. M. Curtis, Maxwell Hardware, Berkeley 
Calif., and Joseph B. Whitney, Lansing 
Michigan. 


Prest-Glass Corporation 
Names Altshuler 

The Prest-Glass Corporation of New York 
City has appointed a Western manager, 
Edward A. Altshuler, 1605 Cahuenga boule 
vard, Los Angeles, to set up distributors 
among leading lumber, glass, and building 
specialty suppliers for ‘“Prest-Glass”, the 
glass-fibre building and decorative material 

Manufactured in panels 8 feet by 30 or 32 
inches wide, “Prest-Glass” 1s available in 
both glossy and matte finish in 14 colors 
\lthough made of glass, the manufacturer 
claims it is stronger than steel, weight tot 
weight. It can be nailed, stapled, punched, 
sawed, cut, trimmed, and cemented 


Rieser Is Retained 


By Hotel Group 

Svl Rieser has been retained by the 
Koplar-managed hotel group, St. Louis, tor 
its designing and decorating departments. 
He will also handle settings for style shows 
and weddings held at the hotels. Riese 
was formerly display director for Stix 
Baer & Fuller, of the same city. 


Veteran Displayman 
Plans Retirement 

Display manager of England Brothers 
since he joined the Pittsfield, Mass., stor 
in 1902, Jesse O. Buckwalter is planning to 
retire the first of the year. Taking ove! 
display at England’s is Mrs. Frances 
Thomas, who joined the company tw 
months ago. 
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Department Layout 
Easier With Models 

Recognizing the increasing importance of 
modernization in retail selling programs, 
Stark Industrial Models, New York City, 
has brought out a line of standardized 
models otf store fixtures to aid in the crea- 
tion of better store and department layouts. 

To make planning with models more uni- 
versally available in the retail field, the 
Stark organization now carries in stock a 
series of moderately-priced models of the 
counters, display cases and fixtures most 
widely used in retail stores. These models 
have been carefully constructed to resemble 
the actual fixtures as closely as _ possible. 


They are accurately scaled to the size 
;-inch equals 1 foot. The model of a 
6-foot showcase, for instance, is 4% inches 
long. All counter and showcase models 


have been made for both 6 and 4-foot sizes. 

The miniatures can be arranged on a 
visual planning table to create the best 
possible layout for any contemplated mod- 
ernization or new building project before 
expensive construction is begun. Models 
of specialized fixtures will be added to the 
series from time to time as their need 
hecomes apparent. 

\ price list giving details of the new 
store fixture models may be had on request 
by writing to Stark Industrial Models, 95 
Jane street, New York City 14. 


Sherman Weir Leaves 


Field Of Display 


Sherman Weir, Inc., one of the leaders in 
creative displays, will withdraw from _ the 
display manutacturing field effective Janu- 
ary E 

[ra Sherman will leave shortly thereafter 

Kurope for research for sources and 
naterial in Italy and France. Maurice Weir 
nd Tom Hanlon otf the firm will join him 
later and together they will establish a 
branch office in Paris before returning in 
t fall ot 1949 when Sherman Weir, Inc., 
vill reopen offices as design consultants, 
specializing 1n store planning and industrial 
design. 

The papier mache plant will be operated 
by the House of Peter DeGuard which will 

Sherman Weir's extensive collection of 
moulds and new designs to be created for 

spring season 

Sherman, Weir and Hanlon individually 
extend to their numerous friends in the 
display field sincere appreciation for their 
nanv courtesies. 


Promotional Calendar 
Being Distributed 
lhe Sales Promotion 
National Retail Dry Goods Association has 
eased the 1949 edition of the annual sales 
Promotional calendar produced’ by the 
NRDGA. Copies are obtainable from head- 
rters at 100 West 3lst street. 


Division of the 
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NO MEASURING ¢ NO GUESSING 
EASY TO USE © ECONOMICAL 


Keep ahead of yourself when planning your displays, 
by keeping a new appearance on your mannequins. 


Use a Multi-Fit wig and, presto, 
you have a better looking mannequin. 


SEND US A PICTURE OR DESCRIPTION 
OF THE COIFFURE YOU PREFER 


Available at all leading display jobbers, or write: 


MULTI-FIT WIG Co. 


35 WEST 36th STREET @ 


NEW YORK, N. Y. 














wun thea’? atl Mad 
HEY Peasant 


fs 
on, 


2, GRASS MATS 


FRESH, CRISP GREEN 
provides a touch of spring in 
“NATURE-LIKE” 


Grass Mats complete the scene for 


your displays. 


interiors or window displays. Their 
fast-dye, rich green makes a perfect 
setting for your merchandise — adds 
naturalness to your 
grouping. “NATURE-LIKE” Grass 


Mats are extra-thick, luxuriant, long- 


depth and 


wearing. Available in these sizes: 
2G Fs WD, Ts Dy FT a 6, 
5’x 15’. Ask your display jobber for 


“NATURE-LIKE” Grass Mats by 





MEMORIAL GRASS CO. 


UHRICHSVILLE OHIO 











Don’t forget—send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 
shanges of position, anything pertain- 
ng to display or displaymen anywhere. 











USE THE 


OPPORTUNITY EXCHANGE 
For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$3.00 Per Column Inch — CASH WITH ORDER 








WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
319-321 N. Paca St. Baltimore 1, Md. 
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SEFUL 


“a ember 


WATIONAL ASSOCIATION 
OF DISPLAY INDUSTRIES 


OVELY 


ISPLAYS 





37 East 28th Street 
New York 16, N. Y. 





PROGRESSIVE MERCHANDISE 
PRESENTATION 








CHANGEABLE 
NAME STRIP 


DIRECTORY BOARDS 


for Department Stores 





SEND FOR ILLUSTRATED FOLDER. 


ACME BULLETIN CO. 


37 E. 12th Street, New York City 11 
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—In the usual order, E. W. Gilland, assistant general 
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manager of Selfridges, London; Mrs. 


Martha Lindgren, Stockholm; W. M. Zegppen-Field, Hollywood; Herbert J. Clarke, senior 
director at Selfridges; Mrs. Zeppen-Field, and Oscar Lindgren, Stockholm merchant— 


Foreign Merchants Study 
American Display Trends 


California dis- 
plays have made a deep impression on three 
European executives who visited this coun- 
try recently as part of a tour 
trends in the con- 


stores, merchandise and 


general 


checking stores on this 
tinent. 
Clarke, senior di 


London, E. W. 


manager otf the 


Herbert J 
Selfridges, in 


They are 
recvor 01 
Gilland, assistant 
firm, and 
from Stockholm 

In being Los Angeles area by 
W. M. Zeppen-Field, Hollywood mannequin 
manufacturer, they were particularly startled 
by the materials available here 
as compared to the austerity “at home,” 
according to Zeppen-Field. 

The 
life and its expression in the 
likewise 


general 


same Oscar Lindgren, merchant 


shown. the 


wealth of 


California 
and 
visitors 


colorful, casual way of 
stores 


windows impressed the 


Wanamaker Appoints Yost 
To New Position 


The position of director of design has 
been created at John Wanamaker, Phila- 
delphia, and Frederick M. Yost has been 
selected for the post. He will direct the 


display department and will have charge of 
the store’s entire 
including 
tects in all remodeling. 

Herbert Faber 


display manager. 


visual merchandising pro- 


gram, working with store archi 


remains with the store as 





Bradley Reported 
Leaving Carson's 


Rumors are current in Chicago to the 
effect that Clement Bradley, display director 
Scott & Co., 1 
and is to be 
Robert 
store 


denied the 


for Carson Pirie is resigning 


as of January 1 succeeded by 
Victorine. Neither 
management has con 


his assistant, 
Bradley nor the 


firmed or reports. 


Rated tops by the visitors were the sports 
figures on display. 

The London men pointed out that it would 
stimulate the British goods if they 
could buy American mannequins to 
off to advantage the English-made goods 
However, the British government's 
tions on currency are barriers not yet over- 


sale of 
show 


restric- 


come. 

The Europe, 
the visitors, are looking forward to the day 
when present restrictions are dropped. And 
to be prepared for that day, leading met 
to the United States to 
much as possible of American 


merchants in according to 


chants are coming 
absorb as 
techniques 
London and Stockholm, 
Zeppen-Fields, 
paying a reciprocal call, since the 
couple visited with them while 
on a three-month trip in Europe early this 


The visitors from 
in being the guests of the 
were 
California 


year. 


MENSWEAR DEPARTMENT 
[Continued from page 28] 


Kelobra wood and walnut) are individual 
spotlighted platform displays. The display 
niches are also lighted with filament lamps 

Effective display lighting makes the “Lug 
gage Loop”, located on a curve to the leit 
of the elevator, interesting and eye-catching 
lighting helps departmentalize this 
area and wall rack illumination gives it a 
distinctive appearance. Both are lighted by 
4,500-degree white 
Filament downlighting helps accen 


( ‘ove 


a row. of fluorescent 
lamps. 
tuate the fine finishes of the luggage. 

To avoid contusion on the selling floor, 4 
measuring and_ fitting 
heen provided customers. Corrugated dit- 
fusing glass panels at the entrance set it off 
trom the floor. Light pro- 
vided for the meticulous job of final fitting 
ot clothing. Two rows of troffers, contatn- 
ing 4,500-degree white lamps 
turnish an average of 90 footcandles. 


separate room has 


been 


here has 


fluorescent 


| om | 
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Make Your Fixtures 


AT ROCK-BOTTOM COST. 
...Make them with TEKWOOD | 


For display fixtures, Tekwood closely ap- 
proaches the ideal material. 
Just look at these advantages. Tekwood 
. and only Tekwood .. . give you all of 
them: 


* Die cuts cleanly and easily 


Unusually strong and durable 

* Relatively light in weight 

* Highly resistant to warping and distortion 

* Smooth, clean surface readily takes silk 
screen and lithograph printing 

° a easily, around surprisingly short 

radii 


g 







aeata «WHE COED 














Display by W. E. HARTMANN COMPANY 


* Is self-hinging, when scored or cut partly 
through. 

These important advantages are yours with 
Tekwood because it’s made with a durable 
hardwood core laminated with heavy kraft 
paper facings. Cross graining of the plies 
helps give it exceptional strength and 
versatility. 

Add this to the fact that Tekwood is re- 
markably low-priced .. . and you see how 
you can make your fixtures top-notch sales- 
men at rock-bottom prices. 

Whether you're buying or building display 
fixtures, get complete information on this 
modern material. Write today to: 














UNITED STATES PLYWOOD CORPORATION 


55 West 44th Street, New York 18, N. Y. 


Display by ‘ 
HOLLIS PRESS — 





Manufacturers of Tekwood and Weldwood Plywood + Tekwood is a patented product—U.S. Pat. No. 1997344, Trademark registered 
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WOOD LETTERS 


FOR ALL PURPOSES 


SHOES FOR MEN 


FOOTED LETTERS 
FOR DISPLAY LEDGES 





MADE FOR YOUR NEEDS 





NAME PLATES 
CUSTOM DESIGNED 


Disptay Crart 


‘963 LAKE DRIVE S.E. GRAND RAPIDS 6 MICH, 

















PLASTIC SHADES 


are your 


SUN - FADING 
INSURANCE 


PLASTIC shades are a type of in- 
surance that pays off by protecting 
your merchandise against harmful 
sun rays. Transparent PLASTIC 
shades eliminate losses due to sun- 
fading while allowing complete 
visibility. These easy-to-install 
PLASTIC shades will pay for them- 
selves by keeping your display mer- 
chandise safe from fading. 


Make your own test — send for 
free sample and estimate. WRITE 
NOW to: 


PLASTIC SHADE CO. 


83-52 TALBOT STREET 
KEW GARDENS I5, N. Y. 


Representative wanted. Write for details. 
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STATE STREET PARADE 


[Continued from page 33 


It was Bradley’s idea to set the scenes 
low, out on the sidewalk so that they could 
be easily seen by little tots, but he did not 
anticipate the great interest of the grown- 
ups who crowd around, obstructing the 
view of wee believers in fairy tales. 

The miniature are staged in 
shadow boxes 5 by 7 feet, back of maskings 
turquoise felt and 
homeless little cat 


finds in his 


scenes in 
of red, chartreuse or 
antics of a 
: a stowaway santa 
big bag of toys in the first act just as he 
to start his annual trip. In the 
(third illustration) the 


depict the 
Claus 


is about 


second scene story 


continues : 
"Twas a cat, small and furry 
That made a quick bow 
Phen softly he whispered 
\ stately “Meow.” 
“Meow” 
His ears to his paws. 
\ suit then was tailored 
By Dear Mrs. Claus. 

In subsequent after Santa has 
planned to take the cat along on his journey 


was a sight from 


scenes, 


because some chimneys might be too small 


to get through, Santa loses patience with 
“Meow” who “caused much commotion and 
refused to be good. He spilled all the 
paint and tracked through the glue.” So, 


when they descend a chimney and find Peter 
\manda who have fallen asleep by the 
Santa would bring them 
leave “Meow” 


and 
fireplace, wishing 


a cat, he decides to with 
them 
The final 


sconced in the 


“Meow” firmly en- 
children’s hearts, asleep on 


scene finds 


a pillow ot silk in their home where he 


lives happily ever afte 


The season's glamorous offering at The 


Fair introduced in Chicago a mechanical 
ceiling device trom which carriers moved 
ornaments of gold and silver wire, studded 
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with metallic balls to supply a lively Christ 
mas decor—an innovation in displaying 
fashion merchandise. Mannequins modele 
lingerie and lounging apparel of heavenly 
hues and were posed on giant gift boxes o1 
a floor covered with plastic snow against 

background of midnight blue, as pictured 
Pale pink lighting veiled the settings wit} 
a delicate air to with the feature 
card intimates for a 
lady you love.” 


conform 
suggesting “Lovely 

Reed Schlademan, display manager, als: 
presented a toy window (last photograph) 
distinguished for its stark beauty whicl 
attention on a variety of toys, 
visible through lighted dormer windows ot 
a snow-laden roof-top. Santa and eight 
white reindeer in miniature circled over th 
root-top by means of the same mechanical 
device used in the Scin 
tillating glass stars also moved about overt 
the roof-top as a tie-in with the window 


focused 


fashion windows. 


card: “Like Santa, we're shouting to the 
housetops about our Toy Fair,” 

“Glory be ‘tis Christmas morn” was a 
theme repeated this year by Goldblatt 
Brothers because of its proved drawing 
power. Eleven windows were again com 
pletely outfitted as various rooms in a 
home where families gather to exchange 
gifts. Merchandise was shown as just hav- 
ing been taken from elaborately wrapped 
boxes that furnished the Christmas decor 


and the exposed items gave a gift-feeling 


to a maximum amount of the store’s mer- 
chandise. 

Goldblatt’s toy window (fifth photograph 
was a complete change and while it lacked 
the sentiment of the 


succeeded in its purpose of entertaining the 


previous season. it 
They were given a back-of-the 
Phe back-of-tl 

into Santa's workshop 
fellow was snatching a last 


youngsters. 
look 


where the old 


busy 


stage 


minute nap in his stocking feet, before tak- 


ing off on his long midnight journey around 





—Lentheric'’s perfumes and companion bouquets received floral interpretation in six windows at 


Lipman, Wolfe & Co., Portland, Ore. 


This is the setting for 'Shanghai'.— 
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the world. A funny clock with wire arms 
and work gloves fixed the hour at 20 minutes 
until midnight. The mechanical Santa and 
the circus animals that moved and danced 
about the workshop were made outside of 
the display department but the mechanical 
devices were constructed by the central 
display department; the toys that kept roll- 
ing off the assembly line in the background 
came from the toy department of the store. 

All of Goldblatt’s windows and _ interior 
displays were installed under the super- 
vision of Ray Bianchi, who is display di- 
rector for the chain. 

The following displays are not illustrated: 

Big-eyed tots gazed in awe at Sears Roe- 
buck & Co.’s animated toy window where 
A. Douglas, display manager for the State 
street store entertained them with “the 
biggest Santa in the whole world”. This 
giant of goodwill, dressed in proverbial 
costume, broadcast an invitation to children 
and their parents to visit “Happi-Time Toy 
Town” on the fifth floor where they were 
assured a ride on Sear’s “Skyrocket”. A 
melange of circus animals revolved in the 
center of a grass-covered floor, while groups 
of tiny papier mache boys and_ girls, 
especially designed for the action they as- 
sumed, frolicked around a big seal, a harle- 
quin, and a circus wagon filled with weird, 
moving creatures. Streamers were twisted 
from the blue backwall in carnival fashion 
and 56 250-watt lights of white, blue, red, 
and amber supplied theatrical lighting of 
high brilliance. In addition there were 14 
300-watt clear lights that spotlighted various 
groups of merrymaking scenes that obtained 
a festive atmosphere from intense lighting 
rather than Christmas glitter. 

Gift giving for the home was humorously 
implanted in the minds of shoppers by 
Clement Bradley, Carson Pirie Scott & Co., 
in eight home furnishing settings, starring 
“Aunt Abigail” whose prim personality gave 
warmth to the streamlined’ version of 
Christmas for the home. 


“Aunt Abigail,” Carson's own character, 
was a bespectacled, applecheeked spinster 
{ papier mache, without a future and old 
enough to be wise enough to discard her 
ideas of living with furnishings that echo 
the past. The scenes were laid in a modern 
provincial and seven ultra-modern rooms 
that gave a gift meaning to a wide selec- 
tion of items for the home, including sta- 
tionery, greeting cards, and books where 
‘Aunt Abigail” found “The Christmas Past 
in her Christmas Present.” 

In selecting a fitting display for Peck & 
Peck’s windows, 24 South Michigan avenue, 
't was Charles Nelson's thought that there 
s a keener interest in the home at this 
eason of the year. For that reason he 
hose a baby grand piano for the main prop 
is he felt it best represented the elegance 
i gracious living. Clear crystal hurricane 
amps on the piano were left lighted during 
he exhibit and a grape stump, flocked 
vhite and adorned with Christmas balls, 
as designed to hold gunmetal candles. The 
lano was silhouetted by a muted chartreuse 
reen that partly closed the open-back win- 
ww and plastic snow covered the floor 
here handsomely wrapped gift packages 
mtributed to the season's spirit of gift- 
iving. 
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warping 


Columbia's Giant Roman 
looks like expensive fluted plaster or milled wood perfect 
for unit trims, posts, and backgrounds 


* 
Seneca cum pr } | 
Haven't you hearc 

about the stunning displays that are being made every day 
with Columbia’s Giant Roman? The photograph above, taken 
at the I. S. Donaldson Company, Minneapolis, offers a strik 
ing example of dignified beauty. (Courtesy W. E. Ten Eyck, 
Display Manager) 

CCE CHa How easy 
it is to use this one-piece background! 8 feet high by 10% 
feet wide ready for immediate use. Made of extra-heavy 
oyster white veilum, backed by sturdy kraft, Columbtia’s 
Giant Roman stands up by itself — without buckling or 

| ee NERC SEE 

eareeeemma SEES 2 

stat Sc 


Is 


your display problem a background? Let Columbia solve it 
for you. We will make our Giant Roman up to 12 feet high 
for your special order . . . and always stand ready to meet 
your special requirements. Simply write to Columbia’s 
Service Department. 








Giant Roman Price List bien sepa 

Per roll 8° x 1034’ — 
Oyster white $13.50 Light Blue, Light 
Two-tone 18.50 Green, Orange, Rust, 

Per panel 8 ft. x 44 inches Harvest, Yellow, 
Oyster white 4.25 Black, Rose, Gold, 
Two-tone 5.95 and Copper. 
































Manufactured by 


COLUMBIA DISPLAY MATERIALS COMPANY 


179 PACIFIC STREET BROOKLYN 21, N. Y. 




















Juan Putecker Artist Studio 


studio of the midwest 
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You can’t beat Sherman Structural 
Backgrounds for style, versatility, or ease 
of handling. Take your choice. Each gives 
you the opportunity for a variety of grace- 
ful display settings ... and split-second 
installation. They're naturals! 


GIANT CURVE 


Heavy fibre board construction 
— 8 feet high. Sweeping convex 
curves and rounded flutes — re- 
peating every four inches. Satin 
finish, frosted, or two-toned. 


STYLE CURVE 


Self-standing, full 8 feet height. 
Graceful Grecian flutings in con- 
vex surfaces every two and a half 
inches. Satin frosted finish. 


PLEAT CURVE 


The beauty of artfully draped 
fabric in 8 feet high heavy board. 
Rippling pleats are two and a 
half inches wide. Smart non- 
reflecting satiny finish. 





See your Display Dealer 


Shetman 


PAPER PRODUCTS CORPORATION 


Newton Upper Falls 64, Massachusetts 


LOS ANGELES «+ NEW YORK ~- CHICAGO 


DISPLAY WORLD 


Dunlap Studios 
Now Incorporated 

The display manufacturing firm located at 
148 South Lake street, Aurora, IIl., has 
been incorporated under the name of Dunlap 
Studios, Inc. Bert J. Dunlap has assumed 
his duties as president of the corporation 
with E. E. Fisher as vice-president and 
treasurer, and W. C. O’Brien as secretary. 

Expansion of facilities will make possible 
line of window display 
properties. \n additional designer and 
artist have been secured and several 
salesmen are being added to the staff. The 
concern sells on both a jobber and direct 


a more complete 


also 


sales basis. 


"Foot Saver'’ Contest 
Won By Bihr 


Edwin D. Bihr, display manager tor the 
C. B. Miller Shoe Company, of Columbia, 
Mo., a community of only 22,000 population, 
was first prize winner in the recent “Foot 
Saver” shoe window display contest con- 
ducted by the Julian & Kokenge Company, 
Columbus, Ohio. The second prize winner 
was Hans Carstens, display manager for 
Younker-Davidson’s, Sioux City. Third prize 
winner in the contest was John Haans, dis- 


play manager of Paul Steketee & Sons, 
Grand Rapids Prizes of United States 
Bonds in $75, $50, and $25 denominations 
were awarded the winners. Duplicates of 
these prizes were also awarded the “Foot 
Saver’ shoe buyers in these stores. 
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The formula used by the judges — Lois 
Barnes, feature writer of Women’s Wear 
Daily, Chicago; Ray Metzinger, western 
advertising manager of Department Store 
Economist, and Melvin Groneberg, W. L. 
Stensgaard & Associates, Inc., Chicago — 
was based on a point system as follows: 
stopping power, 25 points: selling points in 
the display, 25 points; “Foot Saver” identi- 
fication, 20 points; Vogue tie-in identifica- 
tion, 5 points and artistic composition of 
the display, 25 points. It was the opinion 
of the judges that by using this formula the 
store in a small or medium size city was 
not penalized in competing with the largest 
store. 

The Julian & Kokenge Company has 
made the announcement that another “Foot 
Saver” shoe window display contest will be 
conducted next spring as the number of 
entries received indicates a definite interest 
by both display manager and shoe buyer. 





Al Smith Rejoins 
Grant & Sons 


Al Smith has once again joined the firm 
of Grant & Sons, Inc., 921 South Los 
Angeles street, Los Angeles 15, and is now 
covering the middle West and central states 
with the company’s spring line. 

Marvin R. Grant left December 1 on a 
selling trip through the Southern territory, 
with Victor Grant returning to Los Angeles 
on the same date at the completion of a 
visit through the Eastern states. 


™ \ \ 



































—''Well, not exactly a raise, dear — but he did agree to 
call me ‘visual merchandiser’ instead of ‘displayman’.""— 
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Shoe Form Announces Reduction 
In "AnkleHi" Prices 


“Fairy AnkleHi’” shoe forms have just 
been reduced to the lowest prices since 1940, 
according to an announcement by W. J. 
DeWitt, president of Shoe Form Co., Inc., 
Auburn, N. Y. 

Recently the Shoe Form Company en- 
larged its plant, put new production tech- 
niques into effect, and installed new ma- 
chinery for manufacturing from basic raw 
materials. The result is a complete new 
line of striking colors soon to be presented 
to the trade, as well as manufacturing 
economies that have made the price reduc- 
tion possible. 

“The shoe retailer is finding himself in a 
tough spot,” according to the announcement. 
“On the one hand, he is plagued by con- 
stantly increasing costs of inventory, labor 
and overhead. On the other hand, his cus- 
tomers are beginning to back away from 
high prices and are making their old shoes 
do. The reduced price of ‘AnkleHi Fairy 
Forms’ will at least lower his operating 
expenses, and the new colors will also make 
his shoe displays more effective. We are 
glad that we are able to give this kind of 
practical help to our shoe-store customers.” 

The new “AnkleHi” forms are equipped 
with a lock-seam top which not only gives 
the forms a more finished appearance but 
also is much stronger, so that it does not 
come loose even when considerable pressure 
is exerted on the sides of the form. All 
forms in the new line are indicated “Non- 
Flam,” which avoids the fire hazards of 
nitrate forms. 

New price lists and descriptive literature 
are now being sent to the trade, according 
to DeWitt. 





Arthur Kohlbusch Is Dead; 
Headed Showcard Machine 


Arthur H. Kohlbusch, president of the 
Showcard Machine Company which manu- 
factures the card writer of that name, died 
November 6 in a hospital in Evanston, IIL, 
after an illness lasting several months. 

He founded the Showcard Machine Com- 
pany in 1930 and the sales offices of the 
firm have been located in the Merchandise 
Mart, Chicago, since that time. Surviving 
are the widow, Ruth, and a daughter, Mrs. 
Edward J. Burnell, of Winnetka, III. 





Fanelli Is Appointed 
By Brooklyn Store 

Alfredo Fanelli has been appointed dis- 
play manager for Martin’s, Brooklyn, fol- 
lowing the resignation of Frank Izzo. Fan- 
elli has been with the store for the past 
five years as first assistant. Prior to that 
time he was with Tailored Woman and 
Bing & Bing, Inc. 








Don’t forget — send in your news 
items about all happenings in the dis- 
play field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen any- 
where. 











DISPLAY WORLD 


85 








FOUR GREAT DISPLAY MATERIALS 
IN WINDOW HEIGHT CONTINUOUS ROLLS 


ROLLS: 8 Ft. High, 9 Ft. Long 
Massively styled in graceful three inch loops 
laminated to a sturdy backing, Reyfold is simplicity 
itself to use. Each loop is sprayed in deep color 
at the base, shading to a soft pale tone at the apex. 
The over-all effect is an exquisite tu-tone satin 
smooth finish. 


ROLLS: 3 Ft. Hich, 9 Ft. Long 
With its subtle iridescent shading, Reyarc is the 
smartest of display settings. Each 2% inch flute, 
laminated to a sturdy backing is sprayed in 
exquisitely blended shades giving an iridescent 
effect when viewed frontally and distinctly different 
solid shades when viewed from opposite ends. 


ROLLS: 8 Ft. High, 9 Ft. Long 
An outstanding window high display material 
of majestic beauty. Gracefully rounded 1% inch 
flutes laminated every four inches to a sturdy 
backing. The smooth satin-like finish is sprayed in 
deep rich tones subtly highlighted at the crest of 
each flute. 


A Reybac 


ROLLS: 8 Ft. High, 9 Ft. Long 
Modernly styled in smart angular flutes 1% inches 
wide, laminated every 2'’% inches to a sturdy 
backing. Appealing colors are sprayed on the 
satin smooth finish and delicately highlighted on 
the face of each flute. 


Write to your Display Wholesaler 
or to our Display Division at 
Royersford, Pa. 


The Reyburn Manufacturing Co., Inc. 


PHILADELPHIA 32, PA. 
Factories: Phila., Pa. - Royersford, Pa. 
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SLEEVE FORMS 
SHIRT DICKIES 


Top quality — Made entirely of virgin 
material — but at no extra cost. 


215 West 40th St., New York City 18 





Use the Original, Quality 


Also Detachable Ties 


THERE ARE NONE AS GOOD 


Established Over Thirty Years 














FABRICS 


for 


1} KY od 3) 


PRICE FABRICS CO. 
67 WEST 44TH STREET 
NEW YORK CITY 18 





@ WHEN WRITING ADVERTISERS PLEASE MENTION DISPLAY WORLD e 
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Here's a 


Staple Puller 


a FOR DISPLAY MEN! 
=” 


Speed up your display work — 
staples and thumb 
jiffy with this 
Pull staples and 













remove 
tacks in a 
handy tool. 
tacks without marring sur- 
All steel with hard- 
ened point, nickel plated. 


face. 
Repeat 
orders from Nothing to break or get 


out of order. 
Satin Nickel 


65c 


leading de- 
partment 
stores and 


other display 


users attest to Polished 
the worth of this 75c 

staple puller. Quantity 
Shipping rooms Discounts 
save time, too, in 

opening. cartons. 

Send for a trial sam- 

ple today — satisfac- \ 


tion guaranteed or 


your money back. 





Exclusive Manufacturer 


American Machine Works, Inc 
1320 Clark Street 


Avai'table 


Racine, Wisconsin 


through our distributors or write direct 





DRILL 

HIGH QUALITY “= 
LOW COST 

POWER TOOLS 


For cutting, shaping, drilling, 











finishing 

@® woop @ METAL 

@ FIBRE @ PLASTICS 
WRITE FOR 


FREE! NEW CATALOG 


BOICE-CRANE COMPANY 
896 Central Ave. - Toledo 6, Ohio 
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MICHIGAN AVENUE 
[Continued from page 31] 

Scotch and Irish woolens and 
freight is reported to have reduced 
sufficiently to lower the 
merchandise. 


in imports of 
fast air 


costs cost on some 


In heralding the event Jerrem’s Michigan 
avenue window was set up by James Cum- 
displayman for many of the avenue 

with authentic Highland costumes 
and bag-pipes loaned by the St. Andrew’s 
Society of Chicago. On the wall a quilt 
made of authentic tartans of Scotch clans 
hung. <A story map showing the 
country’s industrial and agricultural 
tions supplied an educational interest. Be- 
cause of the tremendous the dis- 
play was continued one than is 


mins, 


shops, 


Was 


Ss¢€C- 


response 
week longer 
customary. 

windows are 


Jerrem’s distinguished by a 


casual type of display that is a departure 
from the staid and conservative type. 
Joseph Shoe Salon, 540 North Michigan, 


is one of the many exclusive booteries on 
the avenue that glamorizes its merchandise 


by refreshing scenes which often reflect the 


grandeur of the city’s major amusement at- 


tractions. A Victorian setting (not illus- 
trated) had two walnut what-nots to serve 
as merchandisers for shoes and bags. The 


center display was composed of a magnifi- 
lamp on a gold-leaf taboret 
with a Dresden top. A gold-leaft chair 
foot-stool utilized for a 


merchandise 


cent cloisonne 
and 


casual grouping of 


were upholstered in- green 
velvet and were reproductions of pieces 
made for the emperor of Mexico during the 
time of Napoleon. Across the top of an 


a satin 
stripes that 
point ot 
stressed by 


open window in the background was 
swag of broad green and white 
confined the focal 
further 
painting the scene with muted pink lighting. 
Mich- 


MmMahu- 


grouping to a 


interest. Elegance was 


Chas: 3 232 South 


igan, IS a 


Wilt Company, 
privately owned lu 
facturing and retailing enterpris 
tablished on the avenue, that is 
dowed with the merchandising 
that have Michigan an 
ness From one generation to an- 
attract 
business 
and 


geage 
long es 
richly en- 
traditions 
made unusual busi- 
street. 
other the 
customers 


company continues to 


from among prominent 
and celebrities of the stage 
\dvantage is taken of its long 
this type of chentele in the 
in which its products are brought 
attention of the public. 
handled by Ted Wilt, a 
firm, and are timed with the 
new streamliners, 
in the 


series ot 


men -» SRL CeNn, 


radio asso 
ciation with 
manner 


to the 


Displays are 
member of the 
airliners 
theatrical 
displays 
features 
and pilots 
traveled 


introduction of 
and the appearance city of 
Stars. \ 
recently 
presidents of railways, 


window 
that 
executives 


new 
was inaugurated 


of airlines, and celebrities who have 


a million miles or more Because the 
ownership of the company dates back more 
than one hundred vears, Wilt has a collec- 
tion of more than eighty pieces of luggage 
manufactured by his firm, including one 
bags, band-boxes, clipper trunks, luggage 
made for Abraham Lincoln, Jenny Lin l, 
P. T. Barnum, and other personalities in 
American history. Many of these relics 
bear more than 40 travel stickers from all 


parts of the world. (Incidentally, Wilt will 
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Cheerio 


and a jolly good 
Christmas 


to our many friends and patrons 
throughout the country. Your co- 
operation and patronage are fully 
appreciated and all of you helped 
make 1948 a good year for us. 
This is our way of saying THANKS 
and we say it with a deep feeling 


of sincerity and gratitude. 
e 


DAVID HAMBERGER, Inc. 


Display Decorations 
115 W. 3st ST.. NEW YORK CITY | 















To HELP You WiTH Your 
DISPLAY PROBLEMS 


Color transparencies and photo 


Con ments made to ANYSIZE. | 
brochure of California | 
Sond on your business letterhead.’ 





PHOTOS 


BELL PHOTO & DISPLAY 346 CLAY ST *LOS ANGELES | 
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be happy to lend parts of his collection for 


lisplay purposes to anyone interested.) 
A recent window featured “Million Mile 
fravelers” with enlarged photos of world 


points of interest, loaned by United Airlines 


ind personalized with a blow-up of a photo- 


graph of W. A. Patterson, president of the 
line. In these displays, wherever possible, 


i bag that has also traveled a million miles 


is shown together with the streamlined lug- 
gage now custom-made by the company, 


inder a heading “Million Mile Travelers 
x0 6Streamlined Today Matching Stream- 
lined Transportation.” 

Display windows of Saks-Fifth Avenue, 
while less dramatic than those of the New 
York store, reflect the character of the 
parent organization by means of the carved 
wood prosceniums that frame all windows. 
\ll presentations at the Chicago specialty 
shop are developed solely tor the purpose 
if introducing the newest and highest fash 
ions 1m women’s wear, and to attract cus- 
tomers who shop the district for exclusive 
designs. Backgrounds are kept simple to 
stress these features 

Windows that are set unusually high 
ibove the sidewalk and window floors that 
are adjustable to different levels permit a 
pronounced pictorial effect that is often 


ibove eye-level of foot traffic. Their pic- 
rial value as a framed composition, how- 
ever, is greatest at night when they com- 
and attention from heavy automobile 
tratne. 

\ background of white nylon and an 
irchway closed with green velvet draperies 

the black lace and black velvet gowns 
s more elaborate than the display manager, 
Richard Landolf, employs for less romantic 
merchandise This display is illustrated. 


L. A. Darling Company 
Broadcast Subject 
Phe L. A. Darling Company, Bronson, 
Mich., was the subject for a recent radio 
ogram entitled “Western Michigan at 
Work”. The program originated from 
WKZO, Kalamazoo, and featured the his 
tory and growth of the company as well as 
iperation of its various plants. 
Russell Larson, chief designer of Darling's 
Plastic Division, led a discussion concern- 
the manufacture of mannequins, one of 
phases of the company’s operations 





Organization Meeting Held 
By Lincoln Displaymen 
Representatives of the display field in 
oln, Neb., met recently at the Chambe1 
Commerce building to organize the 
neoln Displaymen’s Club. Walter Ducker. 
lagee’s, was named president of the group 
sisted by Richard Ernesty, Miller & 
‘ane, secretary - treasurer, and Herbert 
rm, Hovland-Swanson, who is publicity 


Irman 





Salesmen Added 
3y Studio 

I. Sandman, of Rip Studio, New York 
tv, has announced the addition of three 
salesmen to the firm’s staff. They are 
scar W. Zaft, for the Southern states: 

Cole tor the middle West, and Morton 
sanders for New York City. 
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FOR DEPENDABILITY 


ANIMATE YOUR DISPLAYS WITH A 


GREGORY MOTOR 








The GREGORY MOTOR is composed of three parts: 


I—Solenoid type “field coil’ 2—Curved swinging “armature 3—Mercury valve “switch” 
Each motor is equipped with a 6 ft. cord and plug attached. Size—2" thick, 6" high, 6" 
wide and will operate in an 8"' space. The armature is actuated by the magnetism of 
the ''field coil’ as in any motor except in this case the end of the armature passes through 


an open coil. 


The moior is of pendulum type which eliminates the necessity of cams, levers and reduction 
gears. It works on either A.C. or D.C. — 110 to 125 volts lighting circuit. It has been 
known to operate for five years without service of any kind. The current consumption is 
almost nil, less than a 10 watt lamp. Practically any reciprocating motion is obtainable 
and will animate your displays efficiently, smoothly and quietly at an incredible low cost. 
We maintain an Experimental Department to help you with your individual problems. 
Write us concerning the nature of your display or demonstrator and we will gladly coop- 


erate with you. 


GREGORY MOTORS, Inc. 


320 BRIDGE STREET BROOKLYN I, N. Y. 











SCROLL-TEX 


(Reg. T. M. applied for U. S. Pat. Off.) 
The ultimate for scroll signs, window cards, art sketches, paper sculp- 
ture, show-case trimming, etc. 
SHEETS—SIZE 26" x 40" $18.00 PER 100 
(Assorted as desired) 
Peach Cocoa Wild Rose India 
20 Turquoise Moss Green Silver Gray Marine Blue 
Nu-Yellow Terra Cotta Powder Blue Lemon 
COLORS Blue-Gray Claret Old Gold = Alame 
White Samar Teal Blue Black 


W. C. Hurkochk Tuc. 


123 E. BALTIMORE AVENUE LANSDOWNE, PENNA. 
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500 FIFTH AVENUE 
Al 42"° STREET NEW YORK 18. N.Y 


€N€RAL 
DISPLAY 


CORPORATION 


Home Nfice und Tuclory 


140 WEST FOURTH ST 
CINCINNATI 2, OHIO 



























Here is a Hat Salesman that works 
Day and Night, Sundays, Holidays, 
Without Pay 


THATS Mr. HAT-STA 


Known Coast to Coast by 
Hat Display Men 





@ PERFECTION WITHOUT EXERTION 
@ CREASE REMAINS PERFECT 

@ STRAW OR PRE-SHAPED HATS 

@ NOT AFFECTED BY VIBRATION 


immediate delivery at your fixture house 
or 


ALPERN’S 


808 PENN AVE. PITTSBURGH 22, PA. 
Atlantic 4130 


Manufacturers—H AT-ST A—Designers 
Illustrated Folder On Request 
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DISPLAY HERE & THERE 
IN CHICAGO 


[Continued from page 37] 


Major promotions, however, at the State 
street store of Goldblatt’s are handled in a 


different manner. As windows must com- 
pete with the elaborate settings of other 
famous stores on the street, the budget 


allows a greater expenditure than is nor- 
mally provided for the other stores. 

Deep green walls have proved their value 
for window drama at Goldblatt Brothers, 
where Bianchi has been experimenting with 
treatment at the State street store for 
some time. The dark backgrounds have 
been found less expensive from the stand- 
point of refurbishing as they require less 
painting. They silhouette both props and 
merchandise, and create an illusion of depth. 
When dark merchandise is featured, light- 
ing is intensified. 


this 


dark backgrounds 1s 
PAR-38 bulbs, de- 


Lighting for these 
confined exclusively to 
signed for out-door use. Adapted to win- 
dow illumination, the display department 
reports that the quality of lighting is main- 
tained longer and the degree of intensity is 
greater than in other type of bulb 
experimented with to date. 


an\ 


250-watt incandescent spots supply 
stage foot-lighting in bring the 
merchandise out in relief. Top lighting con- 


Four 
order to 


sists of three 250-watt spots that are 
colored to conform with the decorative 
theme. Where display is more pointedly 


directed to the mass market, color lighting 
drama is sacrificed and top spots are kept 


clear. 
At The Fair's State street and Oak Park 
stores display is two separate and distinct 


organizations. Each store maintains a dis- 
play department, headed by its own display 
manager. 

The extreme care with which the display 
department coordinates a scene is exempli- 
fied by a reecnt promotion of beach-wear. 
The theme inspired by a camp for 
girls, maintained Young Women’s 
Christian Association at New Buffalo, Mich. 

\ false floor was built 3 feet the 
floor and 2 inches back of the win- 
This space was filled with saw- 
fruit 


was 
by the 


above 
window 
glass 


just 


dow 
dust as a grocer often displays 
vegetables. The egg-crate 
ceiling flush with the valance 
lowered the window 18 inches and gave the 


and cvpress 


cypress 


from inside a Califor- 


impression of a view 

nmia-tvpe beach-house overlooking a sandy 
heach that merged with the waters of Lake 
Michigan, painted on the backwall. From 


street the eve was unconsciously di- 
rected to the high horizon painted as a 
snatial separation to implv distance. Dis- 
nlaving ski equipment with action manne- 
auins in beach-wear was explained by the 
feature card which located the scene in the 
dunes country Lake Michigan where 
sand skiing is a popular sport. 

Like other large cities, Chicago is com- 
posed of innumerable small settlements that 
together to form the second 
largest citv in the country. Each com- 
munity presents a separate problem in dis- 
play according to the element contributing 
to its support. 

During the past ten years small outlying 


the 


along 


have grown 
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stures have become very fashion-conscious 
Formerly they were content to rely upon 
some clerk to hang garments in windows 
without much thought for display principles 
In order to keep abreast with the large 
department and chain. stores that have 
branched out into growing districts, inde- 
pendent stores now have found it necessary 
and profitable to employ free-lance display- 
men or a reputable display service. 

Along with the ever-changing world these 
communities change, too. Some flourish and 
become small cities within a big city; others 
deteriorate. When an established store is 
faced with a gradual deterioration of the 
neighborhood, it must turn to display or 
other means to attract customers from out- 


side its environs or establish a new loca- 
tion with all the expense and risks in 
volved by the new move. 

Such a store is B. Nathan, 3239 West 


Roosevelt road, one of two community stores 
featuring major with = an 
appeal to white-collar workers. This store 
continues its original policy of selecting 
apparel for the middle income bracket and 


ready-to-wear 


enjoys a good patronage from passing 
motorists This is accomplished mainly 


through its dramatic approach to display, 
stressing fashion rather than price. Light- 
ing plays a very important role in its mer- 
chandising philosophy, for its display must 
“carry” a great distance. The solution has 
been more color in lighting. 

B. Nathan's second at 3239 West 
Lawrence avenue, where the range of mer- 
chandise assortments is identical, is located 
in. a district. Strong color 
lighting does not enter so prominently into 
the art of merchandising here, as display 
is keamed more especially at foot traffic 
However, it was necessary to incorporate 
new modernization ideas to bring the store 
in line with surrounding businesses from a 
marketing standpoint. Disregarding the old 
architectural construction of the building, a 
new facade was erected inside the 65-foot 
frontage, dividing it into six separate dis 
play units by wood framing. The shallow 
compartments were enclosed with a rounded 
wall to keep the eye moving around the 
window instead of becoming arrested on a 
straight wall. By this simple means it 1s 
possible to sectionalize merchandise with 
enticing individual and 
fashions of a passing season can be featured 
along with the newest arrivals in other 
sections. The entire facade is painted sea- 
sonally to harmonize with the mood of the 
Displays are limited to two man- 
nequins in each and garment 
stuffed with tissue paper and tacked to the 
floor. 

There are many small, exclusive shops in 
the same category as Toby's Frocks, 2251 
East 7lst street, catering to the shopper 
interested in apparel that derives its charm 


store 


progressive 


color schemes, 


season. 


section one 


from good lines and exquisite workman 
ship. Its two windows are backless and a 
full view from the street discloses an 


elegantly appointed salon in which no stock 
is visible, all merchandise being shown in 
its 25 well-equipped dressing-rooms. Dis 
plays are slanted strictly to fashion pre 
sentations. As selections are limited and 
merchandise is from the windows, 
necessitating frequent changes, props must 
have an elastic and extremely versatile dec 


sold 
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orative theme. <A typical window featuring 
atter-five-frocks had a miniature piano and 
stool in Victorian styling, fashioned of 
papier mache as was the classic decorative 
unit in the background; painted gold and 
brushed with subtle colors, they harmonized 
with the mood of the frocks which were 
black burnished with gold. 

At Spaulding’s, 4632 North Sheridan road, 
display is designed to appeal to the career 
girl and the fashion-wise shopper in_ the 
middle income bracket. Higher priced mer- 
chadise is left unmarked in the windows but 
the popular priced items are ticketed so that 
the public is informed of the availability 
of budget priced aparel. This is another 
specialty shop, long established in a neigh- 
borhood that has gradually deteriorated. 
The incisive display is a high contrast be- 
tween props and merchandise, plus dra- 
matic lighting that draws trathe from pass- 
ing motorists. From the reproductions ot 
one of its principal windows it is not diff- 
cult to understand how the shop effectively 
broadcasts its message of quality merchan 


dise. 


Alfred O. Piser Is Dead; 
Was With Melville 

\lired O. Piser, director of window dis- 
play tor Melville Shoe Corporation, died 
November 18 at his home in Roslyn, Long 
Island, after an illness of several months. 
He was 56 years old. 

Piser began his career as a shoe sales- 
man, with time out for three years in the 
army during which he also studied commer- 
cial art. Returning to his former work, he 
tried his hand at installing window dis- 
plays in addition to selling and proved so 
successful at it that when a display depart- 
ment was organized by Melville he was 
made a part of it. He held the post of 
lirector of window display for both the 
John Ward and Thom McAn chains for 
many years. 

Besides his regular work of designing 
window settings for the company’s stores, 
Piser was deeply interested in devising new 
ways of presenting merchandise more at- 
tractively and was responsible for several 
new shoe and hosiery fixtures which drew 
wide attention from the trade. He also 
ontributed much to display through his 
demonstrations and lectures at Thom McAn 
onventions. 

Besides the widow, Piser is survived by 
vo sons, John and William; a_ stepson. 


other, brother and a sister. 





National Sawdust 
Offers Catalogue 
\ new catalogue has been released by 
-ational Sawdust Company, 65 North Sixth 
treet, Brooklyn 11, and is available on 
quest. Shown are such items as crystal 
ind, wood flakes, pearl chips and similar 
iterial. 











Don’t forget—send in your news 
items about all happenings in the 
display field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 
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SHOWCARD 


hwohes 
ARE HERE AGAIN! 


Finest, genuine Red Sable, Rig- 
ger length, in a copper 
finished ferrule, polished 
black handles. Republic 
Rigger Brushes are the 


























choice of letterers and 
card writers everywhere. 
#1-$.55 #8-$1.50 
#2- 60 #10- 1.75 
#3- .70 #12- 2.00 
#4- .75 #14- 2.50 
#5- 80 +16- 3.00 
#6- 90 #18- 4.00 
#7-1.00 #20- 5.00 


10% discount on 
orders over $10 


Dealer Inquiries Invited 











TALK BIG 


IN DISPLAY WITH THESE 


UNIQUE PAPER 
LETTERS & NUMBERS 


Black or White 


| Num er Kit 
3/4""——80 letters......... 1é6c 
8"—80 letters....... $1.97 


Complete Sign Maker's Set 
re ‘ , ets Letters and Number 
$8.00 per set 


Black or White 
SAVING 


Scotchgum 
FOR INSIDE DISPLAY SIGNS, ETC. 
s Unique Letters stick ind resticl 
. t; Scotchtane ete a 
OUTSIDE gns 
4 oz. 


Changes hours of work to minutes. 
DEALERS Distril tory 


lesire 


POCKET ADV. SERVICE 


Box 258D Wantagh, L. I., N. Y. 


yutors request terri 
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DISPLAY WORLD 


LET'S LOOK AT DISPLAY 
IN FOREIGN LANDS 


[Continued from page 57] 


cabbage heads. Tiny children emerged 


from cabbages around the front of the 
store’s corner window and lifted white 
gloved hands high. A fairy godmother in 
the center background waved her magic 


wand to perform the miracle of birth. It 
created much comment and much specula- 


tion in Paris, particularly as it had been 
done on request at the time of Princess 
Elizabeth's visit in that city. The news 


concerning the princess’ blessed event was 
not made public until after that visit. Also 
it was glove week in France. 

Glove week also inspired the clever glove 
parade staged in the window of the Henry 
a La Pensée in Paris. Set above floor level 
in the window on a small draped platform, 
gloves simulated people carrying miniature 
in a parade while other 
people party gloves 
watched from tiny awning-covered balconies 
along the line of march, with banners 
streaming overhead. Signs read “Gant de 
France”. 

Perhaps the most breathtaking experience 


drums to march 


made of elaborate 
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displaywise in traveling is to see the jewel- 
box settings of the shops along Avenida 
Florida in Buenos Aires. Many of those 
are exquisite little shops dealing exclusively 
in special merchandise, but the thing which 
makes them so utterly fascinating is that 
the over-all picture of building, interior, and 
window display is correlated to perfection. 
A trip down the section of the Avenida to- 
ward the Plaza hotel is like walking through 
a museum. One shop is handling luggage 
and leather goods, a second pictures, an- 
other jewelry, still another women’s wear, 
and so on. The impressive thing is that the 
visual merchandising calibre is maintained 
on such a high plane from shop to shop. 

Among the most amazing experiences for 
the display-minded traveler is to come upon 
the beautifully modern window settings in 
the old city of Stockholm. That section of 
Stockholm which lies over on the island is 
the typical old city with the winding nar- 
row where the passerby might 
stretch out his two arms and run his finger 
tips along the the buildings on 
both sides at the same time. Yet the shop 
windows are good sized areas with large 
plate glasses and arranged with up-to-the- 
merchandise displayed in modern 


streets, 


walls of 


minute 











—A view of the corner window of the new Bond store on Fifth avenue, New York City. Sol 


Katz, display director, used pine woodgrain paper on the set of flexible panels . 


. (Photo- 


graph by courtesy of Bulkley, Dunton & Co., New York City)— 
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technique on late model fixtures. The in- 
congruity makes the windows all the more 
intriguing. 


The “new look” has been played heavily 
in all countries, with different treatments in 
‘ach. Magasin du Nord in Copenhagen used 
nme of the most elaborate displays, with the 
interior worked up to carry out the same 
theme. 

There was the delicate and fragile display 
such as seen in Jelmoli’s elegant shell set- 
ting where the tiny mannequins were wear- 
ing gowns of embroideries. The 
background tracery for that display in 
Zurich, Switzerland, was done in pastel on 


Swiss 


the window glass, back and front of the 
island window. 

There were the stark, abrupt displays 
such as the settings for men’s wear at 


Selfridges, London, where the props 
dried branches and mats of grass to 
gest a park as the suits on wire 


were 
sug- 
frames 


strode forward, cane in hand. 

In fact, London had a number of effective 
treatments of that nature. Several of her 
shops, particularly those on Oxford street, 
were using stark designs for displaying 
either costumes or fabrics — practically no 


whatsoever, with the window back- 
ground as a subtle contrast and the manne- 
quins effectively gowned to speak for them- 
selves. 


pre IPS 


Paris, and 
Switzerland 
were using the method of draping a single 
costume or a few 
window floor, perhaps a 


Montey ideo, 
leading 


Buenos. Aires, 
shops in the towns ot 
across the 
skirted 


costumes out 


circular 


gown which displays to full advantage, and 
high-lighting that single garment. The 
treatment was most interesting. 

There was economy of material used in 
Steen & Strom’s, in Oslo, draping with 
paper sculptured flowers for contrast. There 


at-G.C.C. + of Paris tora 
vinter holiday display with its lavish back- 
ground of frosted fir and a black horse 


lrawing a red plush sleigh as setting for 


vas elaborateness 


trees 


luxurious red and white velvet evening 
vrap. 

French impressionism inspired the back- 
vround for a display at Galeries Lafayette 


in Paris to promote gowns harking back to 


line there 
in modern art 


in earlier Along this 
vas a Paris street scene 
ir C.C.C. as background for 
isplayed on the floor. 

There was great ingenuity in 


era, Same 
done 


merc handise 


Loeb’s treat- 
towers ot 
ellophane against pinky white backgrounds, 
Pink-white was background, too, fot 
vith props stripped down to a 


accessories : gloves in 
hosiery 
minimum, 
flower bunches were arranged on 
lack plaques for emphasis at 
Helsinki, Finland. 
One of the outstanding 
ay was that set up for the British Indus- 
ies Fair in London. The approach at 
irl’s Court to the leather industry’s pa- 
lion was a masterpiece of enhancing mer- 
of adding glamorous appeal, and 
striking lighting treatment. Flat figure 
touts were arranged against a shadowed 
reet background, with various groups of 
wearing gloves or and 
pinpoint lighting was 
cused to pick up the featured merchandise 
\ second arrangement grouped luggage 
iinst street scene backgrounds and spotted 


Piny 
Stockmann’s 
dis- 


most jobs of 


andise, 


figures shoes 


rrying handbags; 
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MANIKINS WITH MAGNETISM 
BY KORRECT-WAY 
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the hit of the show ! 
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THE ART PRODUCTS COMPANY 


5158 West Outer Drive 
DETROIT 21, MICHIGAN 


CLEVELAND OFFICE 
1101 Power Ave.,. 5th Floor 








WINDOW FLOORS 


LOOK DIFFERENT WITH 





Trademark Reg. U. S. Pat. Off. 
WOOD FLAKES — KUBES — CHIPS, ETC. 


Spring colors now available — Latest catalogue 
furnished They are novel, unique, can be used 
for exterior and interior displays. Also used 


Industrial Shows 


National Sawdust Co., Inc. 
(Display Dept.) 
65 N. 6th Street Brooklyn 15, 
Catalogue Furnished 


in exhibits and 
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DISPLAYS AN DIEGO 


CALIFORNIA 
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RADIANT 


GLASS FIBERS CO. 
11 WEST 29th ST., N. Y.C. 


Headquarters for 


GLASS FIBER 


Display Materials 


Largest and Most Varied 
Selection in America — 
IMMEDIATE DELIVERIES 


More and more Display Men are turning 
to Glass Fiber display materials than ever 
before BECAUSE they are highly 
attractive, giving display effects impos- 
sible with other materials. BECAUSE they 
are LOW IN COST. BECAUSE they are 
FIREPROOF — meeting the most rigid fire 
regulations. Get acquainted with these 
fabulous display materials; they are now 
available in 10 different forms — a type 
for almost every display use. 


WRITE FOR SAMPLES! 
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NAYTHONS DISPLAY FIX. 00 


909 ARCH STREET 


PHILADELPHIA 7, PENNSYLVANIA 
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STOP 
SUN 
FADING 


A CLEAR - VIEW 
shade will pro- 
tect your mer- 
chandise from 
fading sun rays 
—yet permits full 
display of at- 
tractive merchan- 


dise. 





Don't let the sun rob you of pro- 
fits. Write now for details! 


Jobber 


inquiries invited 


CLEAR - VIEW SHADE COMPANY 


6118 BROADWAY 
CHICAGO 40, ILLINOIS 
Dept. D 











Season’s 
Greetings 


and deep appreciation 


for the reception given 


our line. 


HAMMOND 
MANNEQUINS 


42 Cast Sted Sires, 
.. York City 22. 
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them under street lamps. The grouping on 
the tier above emphasized sets, with match- 
ing gloves, handbag, and shoes. 

And where do the displaymen of foreign 
lands get the props for their windows and 
their settings? The answer to that question 
differs with the locality in which the dis- 
playman works. 

Mannequins come trom several corners ot 
the commercial world. Characteristics vary 
from country to country, each with a spe- 
cific quality of its own. 

French mannequins are designed to ac- 
centuate characteristics of the natural figure 
Many of the female 
making them particularly adapt- 
able for draping. 


figures are somewhat 


elongated, 


The Italian mannequins follow the natural 
literally, but with 
finishing or texture to enhance the appeal. 


figure almost surface 

The Seandinavian mannequin, with em- 
phasis on Denmark and Sweden, is elegantly 
scupltured and adjustable 
an excellent model for sports wear. 


in height, making 


American mannequins stand high in- the 
world display picture. 

The majority of the display departments 
throughout the foreign retail world will buy 
mannequins 
markets. 
has in his store the 
international ready for 
use in his windows as has the Nordiska 
Kompaniet of Stockholm. For that way he 
can use that particular mannequin which 
exactly fits his needs in setting up a dis 


from one or more of these 
Fortunate is the displayman who 
great variety offered 


by an assortment 


play to some special design or purpose. 
made mannequins at one 


more 


Switzerland 
time, but of recent 
withdrawn from that market. 
individual mannequins tor 
manufactured in 
made on order and 


vears she has 
However 
special displays 
Switzerland, 
generally to 


are being 
specific 
design such as the clever figure used by 
Grand Passage in Geneva tor a camping 
This figure of a man relaxing was 
made of wood with paper, 
feet of plaster. 


display. 
using head and 
Some years back the German mannequin 
held a high place in display and many na- 
tions are today still using their original 
German-made mannequins. The war ended 
their production. 

foreign display departments have 
been unable to buy new equipment, due to 
shortages of currency for outside trade and 
no source for such material within’ their 
Display falls into the 


Some 


native boundaries. 
luxury class in the eye of foreign govern- 
ments concerned with currency problems 
Such a situation has forced many a display 
department to resort to continued use ot 
mannequins long since outmoded. In some 
cases renovations, new wigs, and clever dis- 
guises in the store’s art department have 
transformed the outmoded mannequins. In 
others the department goes ahead with dis- 
play, ignoring the ancient look of the man- 
nequins and designing displays which cut 
the use of such figures to a minimum until 
new mannequins can be obtained. 


Props are a different story. Once more 
budgets are the determining factor, along 
with availability of materials. Most of the 
larger foreign display departments are 
under the guiding hand of a clever artist, 
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and many are staffed with artists quite 
capable of doing outstanding creative work. 
The ingenuity of these people helps make 
up for limited budgets and materials. 

One of the most outstanding display de- 
partment set-ups is that at Loeb’s in Berne, 
where the display manager has a complete 
staff of artists who are fully responsible for 
the execution of any individual display. 
Once a design tor a display setting has 
been sketched, it is turned over to one ot 
these master artists, who follows through to 
the completion of the display. 

Where possible, for the more elaborate 
displays, a department will order the prop- 
erties from outside. Generally these are to 
be made on special order, and to the dis- 
play department's own design and specifica- 
tions. 

Many display departments that are oper 
ating on limited budgets will order special 
props made tor some elaborate event and 
then plan other sets around that unit o1 
parts of it so the special properties may be 
used for a series of displays, converted into 
semi-permanent equipment so they will 
eventually pay for themselves 

Many of the display departments are set 
up as complete workshops, capable of turn 
ing out intricate work. Some of the display 
departments even manufacture their own 
special mannequins, as for example at the 
(;aleries Latayvette in Paris. 

Ilum's in Copenhagen is doing detailed 
technical work of a mechanical nature, pro 
ducing intricate dsplay sets almost com- 
pletely manutactured within their own 
workshop. 

Fuel shortages have curtailed lighting and 
the use of special lighting effects for dis- 
play purposes. Such lighting has been on 
government ban, in many countries, but as 
the situation is easing there is an increased 
emphasis on lighting for the majority of 
displaymen feel it to be of prime importance 


Fluorescent Lamp Life 


Double That Of Pre-War 

Recent engineering developments have 
more than doubled the life of fluorescent 
lamps compared with pre-war lamps, ac- 
cording to Eugene W. Beggs, engineer of 
the Westinghouse Lamp D 
luncheon meeting of the Buffalo section of 


ivision. At a 


the Hluminating Engineering Society, Beggs 
stated that by combining the new longer life 
idvantage with substantial increases in the 
ight output of the lamps, the cost of fluor- 
scent lighting has been slashed 

\mong other developments commented on 
by Beggs is the fact that the diameter of 
the 8-foot “Slimline” lamp has been ex- 
panded ™% inch to 1% inches, enabling a 
10 per cent increase in light output for 
stores and other businesses using this type 
nt lighting. 


Werner Succeeds Kutil 
At Milwaukee Store 

Milton Werner has been named display 
nanager for Rosenberg’s, Milwaukee spe- 
lalty shop. Mike Kutil, formerly in the 
position for two years, expects to take a 
ong vacation before announcing his plans 
tor the future. Werner at one time was in 
harge of display for Stuart's Apparel Shop, 
it the same city, and more recently operated 
i display business in Milwaukee. 
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You've seen them at 
the Fashion Fair, 

the Lingerie Shows, 
in Fifth Avenue stores and 
in smart display windows that 


attract attention everywhere. 


All created by Manhattan Mannequins, Inc. 
FASHION FAIR MANNEQUINS 


MULTI-QUINS 
KIDDI-QUINS 
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REGULAR WOMEN'S FIGURES 


REGULAR CHILDREN'S MANNEQUINS 
“MULTI-FIT WIGS" available on all our models. 





MANHATTAN MANNEQUINS ive 


119 Prince Street, New York 12, N.Y. * GRamercy 3-3868 


Write for descriptive literature or further information. 











CL 10 — ACTUAL SIZE 


TICKET HOLDERS 
Molded of CLEAR PLASTIC 


Pyramid Ticket Holder perfect for small 
point of sale pricing. 

Complete the picture of ultra-smartness 
created with plastic displayers by using 
ticket holders of clear plastic. These 
beautifully molded ticket holders are just 
the thing for soft line display. 


CL 10 Package of 50 $ 9.00 
Lots of 100 15.00 


QUENSELL DISPLAYS INC. 


71-23 Austin St. Forest Hills, N. Y. 
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PEAK OF QUALITY 





Showcases - Wallcases 
MODERATELY PRICED 





BUY DIRECT FROM MANUFACTURER 





SEND FOR FOLDER *D” 


Apex Store Fixture Co. 


Factory: 139 Bowery, New York 2, N. Y. 
CAnal 6-8074 


ZHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOHOH OHH OHO HOO 


Coming Your Way! 


SPRING 
ORIGINALS 


by Tri- Allied 


We welcome Mr. J. Duncan 
Williams and Mr. Ed Bush to 
our organization. Mr. Wil- 
liams will cover the Southern 
and Southeastern States. Mr. 
Bush will cover the Midwest- 
ern and Southwestern States. 


-TRI-ALLIED 
CREATIVE DISPLAYS | 


MANUFACTURERS AND DISTRIBUTORS OF 


DISPLAYS, FIXTURES, DISPLAY MATERIALS 


200-202 NO, PEARL STREET, BALTIMORE 1, MD. 


| 
} 
| 
| 
| 
} 
| 
| 
| 
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NEW WINDOWS MAKE 
DISPLAY EASIER 
[Continued from page 66] 
arrangement to suit the mood of the display 
manager, Roy and his staff 
install the weekly merchandise presenta- 
tions. When these parallels are not in use 
they are stored behind the windows, taking 
up little space. 
Fach 
rolled 


Dixon, as he 


black carpet to be 
lower level floor is 
further effect of 
windows are 
tank to fit the 
windows is a 
circulating pump 
rock garden, waterfall, rain 
the tank is 


window has a 
when. the 
which 


down 
being used, gives a 
depth Two of the 
equipped with a removable 
sunken floor. Behind 
Fairbanks- Morse 
will be used for 
and other effects 
the floor. This pump can be re- 
versed to drain the water out of the tank 
and the tank then can be hoisted above and 
behind the windows by a block tackle 


larger 


these 
which 
when used on 
suction 


and 
arrangement tor storage 
The corner window can be opened to face 
both streets as a center theme to any series 
feature to 
Lighting 
control boxes are between the windows, an 


adding another good 
functional windows. 


of displays, 
these show 


inter-communication connects with 
offic e 


deep sink behind the corner window enables 


system 


the display and work rooms, and a 


the display staff to mix paint or to wash up 
without stepping out of the windows 
The theatrical functionalism of these win 








dows enables the display staff to present 

fashion merchandise faster and more dra 

matically and with the minimum of delay 
Don’t forget—send in your news 


items about all happenings in the 
display field: births, deaths, marriages, 
changes of position, anything pertain- 
ing to display or displaymen anywhere. 
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Illustrated Booklet Released 
On Point-Of-Sale Displays 

Kay, Inc., 9 East 40th street, New York 
City 16, announces the publication of a new 
promotional booklet with illustrations of 
point-of-sale displays the firm has created 
and produced for some of the country’s 
largest national advertisers. The booklet 
is unusual in format, measuring 9% inches 
in length and opening, strip fashion, to 
three times that dimension for a panoramic 
view of animated and illu 
minated units, wall, floor, counter, window 
and back bar displays done in wood, metal, 
glass and plastic, used singly and in com 
bination. 


merchandisers, 


The introduction emphasizes that the deal- 
er is the all-important factor in the pro- 
jection of point-of-sale material and_ that 
by an examination of dealer outlets in 
advance of designing; plus accurate inter 
pretation of his needs as well as current 
trends, Kay has attained a high degree of 
dealer acceptance, desirable store positions, 
and many months of sustained showing. 

“Displays by Kay” is available upon re 
quest to the company. 


Outdoor Lighting Streamers 
Are Announced 
said to 


A new “352” streamer which 1s 


make large-scale outdoor lighting completely 


safe is announced by Neoline, 124 West 
Fourth street, Los Angeles. Designed for 
festive street lighting or wherever multi 


lighting is required, the streamer is said to 
shock- proof, crush 
While any 
sockets is available, most pur 

found 2-foot 
practical according to Neoline. The stream 


be water- proof, proot 


and weather-proof linear spa 


ing between 


chasers have spacings most 


ers can be had in any continuous length 


up to 2,500 feet. 








—For a display of Barbizon slips, George Allen of Castner-Knott Company, Nashville, used 


a background slogan of ''On the lips of every woman — Barbizon", 
with enormous lips for the background treatment— 


and carried out the theme 
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"Paint Box Kids" 
ls New Line 

A group of children’s mannequins under 
the name of “The Paint Box Kids” has 
just been introduced by Old King Cole 
Displays, Inc., Canton, Ohio. Of papier 
mache construction throughout, the figures 
are correctly sized with sculptured bodies 
ind are moderately priced. According to 
John T. Jackson, president of Old King 
Cole, they represent about two years of 
preliminary work. 

The Canton firm plans to extend its dis- 
play production during 1949 and has just 
purchased a new factory building which 
will be devoted exclusively to such work. 
\n additional working space of about 22,000 
square feet is provided by the _ building, 
representing a plant capacity increase of 
about 50 per cent. 

Old King Cole has added James Lautzen- 
heiser to its staff as a direct factory repre- 
sentative traveling New York, Pennsylvania, 
West Virginia, Kentucky, Indiana, Illinois 
and Michigan. Louis Bockius will cover 
Ohio, Detroit and Chicago. Hallett Googins, 
of Westwood, Mass., will continue to repre- 
sent the firm in New England, and Jackson 
will cover New York City and other cities 
on the East coast. 


Samples Offered 
Of New Veneer 


Free samples of Korina veneer, made 
trom a new African blend hardwood, are 
being offered to the trade by William L. 
Marshall, Ltd., 427 East 10th street, New 
York City. The firm, exclusive manufacturer 
of the veneers made from Korina logs im- 
ported by the United States Plywood Cor- 
oration from the Belgian Congo, has also 
ssued a brochure explaining the importance 
{f the wood 


Milwaukee Club Elects 
Blaha President 
The November meeting of the Milwaukee 
Display Club was held in the new audi- 
torium of the Blatz brewery. Following a 
buffet supper the following officers were 
elected: Al Blaha, president, Dave Seelig, 
first vice-president ; Herb Weber, second 
ce-president; Frances Marks, secretary; 
1 Doelger, treasurer, and Ralph Nevling, 
member ot the board of directors. 


Dultz Elected Head 
Of Birmingham Club 


New officers were elected at the November 
eeting of the Birmingham Display Club, 
ith Joseph Dultz being appointed to the 
residency; he is display manager for Pizitz 
\ssisting him will be Dorothy Baird, vice- 
esident; Mildred Wilson, secretary, and 
irl Saulter, treasurer 

The club’s Christmas party will be held 
lkecember 15 at the Hollywood Country 
lub 


Christmas Party 
For Display Club 
“The biggest party of the year’ will be 
eld by the St. Louis Display Guild the 
ening of December 17 at the Forest Park 
otel. A turkey dinner will be followed by 
ancing 
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New! 
Plastic covering material 
Solves toughest display problems 







stays bright...looks right...won’t chip, crack, peel, or fray 





sc Mewelor \V2 stunning colors 


handsome, | t 
for handsome, low cos Suntast, Wesheble 


* Floor coverin , , 
* anus case me ‘a damp cloth keeps it spotless! 


* Draping material SGFt 
* Sign cloth YARD 


* Wall covering 24 YARD ROLLS 42” WIDE 
* Counter covering 


* Paper sculpture FREE Marvalon Swatch Book 


“a1 ° “af al iff . 
Cut it! Stitch it! Paste it! Pleat it! Write today / 








Jobbers’ inquiries invited 


réduance SIGNS AND DISPLAYS, INC. 


EXCLUSIVE DISTRIBUTOR TO SIGN AND DISPLAY INDUSTRY 
251 MARQUETTE AVENUE + MINNEAPOLIS 2, MINNESOTA 








PARIS INSPIRED 






eall MONA 


MANTIKINS WITH MAGNETISM 
%* woman of the hour ov monet WAY 





4@¢@ 











exelusive distributor... 


HECHT FIXTURE iia 


315 WEST QUINCY STREET CHICAGO 6, ILLINOIS 
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Display Group Advised 
Of Responsibilities 


By LOUIS A. BANKS, Chairman 


Publicity Committee, Visual Merchandising Group, NRDGA 


Recently the Visual Merchandising Group 
it the National Retail Dry Goods Associa 
tion invited top management in many fields 


to comment on the formation of the unit 


Phey Were asked to advise us ol their 
ecommendations, likes, dislikes, and what 
they would like to see accomplished by the 
Visual Merchandising Group. Some of the 
eplies are printed belo 

Hl. Grandage, president, The Spool Cotton 
Company aa opinion, this is a. pro 
ressive CoO because s a matter of tact 
ur compan has for mai vears been a 
strong advocate ot visual merchandising and 
ince 1946 has been successtul in) encout 
ging mal department stores) throughout 
the country to improve their sales in notiot1 


mMdducts by means of display 


department 


R. H 


and sales) promotion, 


director of advertising 


Sales Cor 


Penndorf, 
Donahue 
poration, ” some of the points which 
could well be considered tor discussion 
bearing in mind that the manufacturer who 
supplies display materials for retail use 
must usually limit himself to those which 
lend themselves to mass production in order 
to make their distribution economically 
possible are as follows: 

“How do department stores feel about 
permanent merchandise display and _ selling 
units? Do they prefer natural wood finishes ¢ 


Can metal be used if it 1s ‘wood-grained’ : 


“Is it possible to arrive at some size 
standard for counter displays (similar to 
those Judd Ellis and the other boys have 
worked out for variety syndicate stores) ? 

“Is the day of the ‘back-bar’ display out 

or would stores consider neat, dignified 
product identification plaques, cut out of 
f Material : 


reaction to edge leht or 


wood or some such? Size 
“What is the 


other clectricall 


v lighted signs: 
“Has the edge been worn off ‘As Seen in 
Lite Saturday Evening Post or some 
other magazine’ signs? Are they limited to 
departmental display or do they have any 
use in window work ? 
“How about occasional clinics as display 
and merchandising trends change ... send- 
12 the 
manutacturers 
John Block, 
Company. “We at Kirby Block are whole- 
heartedly interested in anything that bene 
fits the retailer and will follow the progress 


resultant findings to interested 


president, Kirby, Block & 


of your Visual Merchandising Group with 
much. interest. 

“On visits to stores in various sections of 
the country, I am always impressed with 
the progress that has been made in the art 
of window display, particularly when one 
thinks back to the store displays of former 
vears. 


“However, | have developed a feeling that 





—To greet the opera season in San Francisco, Louis Banks used this setting in which the framed 
picture of opera stars appeared on the draped background— 


the windows of many stores are being over 
dressed. When your group makes thes: 
studies I hope you will stress the impor 
tance of returning to tundamentals — goor 
merchandise, simply but tastefully displayed 
to attract attention: where it is expedient 
to arouse customer interest show the pric 
neatly alongside the garments. The best 
windows in my humble opinion are thos: 
which sell goods at the same time that the) 
sell the store. 


ire often overdone, especially by stores that 


So-called prestige-windows 


are known tot popular priced goods.” 

Harold W. Brightman, president, Lit Bro 
thers: “May I congratulate the sales pro 
motion division on its new setp forward 
In setting up the visual merchandising 
group. The selling power of display in 
stores is generally accepted as being im 
portant, but all of us look forward to. the 
day when we can have more scientific proot 
of its effectiveness. 

“Research, instead of opinion, is rapidly 
becoming the modern tool of merchandising 
I am sure that your committee will consult 
with authorities in the field of research to 
help you set up a program that will result 
in analyses that will serve as a guide to 
stores in investing their dollars more wisely 
in both window and interior displays. 

“In my opinion, the display director will 
play an important part in 
stores. He will have the important job ot 


increasingly 


contributing to the development of func- 
tional fixtures and be responsible, to a great 
extent, for making them effective at the 
point-of-sale. 

“Whatever research programs your com 
mittee undertakes should be planned so that 
they are clean-cut in their conclusions and 
can be used at once by stores throughout 
the country. 

“For example, there have been studies of 
the importance of related display fixtures in 
men’s furnishings. Can a similar study be 
made for women’s wear or accessories ? 

“What is the value of the assortment dis 
play over the so-called ‘spot’ display ? 

“As you can see, my interest in your new 
group is in developing a scientific approach 
to a function that has been confined ti 
opinion and ‘art’ through lack of any real 
standards for evaluation.” 


Frank L. Foreman, general sales man 
ager, Botany Mills. “We are of the follow 
ing general opinions: 
“Visual merchandising is 
any product field 
in the apparel field. 


important in 
certainly verv important 
merchandising 


“Your studies of visual 


should include fairly strong emphasis on 
the displays, ete., provided by the mann- 
facturers. Some stores depend to a con 
siderable degree on these displays and yor 


would be doing both these stores and manu- 
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facturers a real service ba covering that PARIS INSPIRED 
facet of the field. 


W. L. Stensgaard, president, W. L. Stens- 
gaard & Associates, Inc. “As you know, | 
am very happy that the NRDGA has organ- 


ized this Visual Merchandising Group. | MANSKINS WITH MAGNETISM 
am confident that window and interior dis- BY KORRECT-WAY 

play promotion of retail stores needs to be 
heard and needs to have proper identifica- 
tion and recognition in the circles of retail 






* woman of the hour 


merchandising. 






“It is easy to spend more and more money 
in media advertising, such as radio, tele- ea 


vision, newspaper, direct mail, billboards 


Ovel 

thes and what not, and find because ot such ex- e | 
mpor penditures litthe or no money is left with the hit of the show . 
2001 which to do a proper window and interior 

laved display job. 
dient “You ask my opinion and recommenda 

price tions with reference to studies tor the : 

best Visual Merchandising Group. I suggest th« en 

thos following: i t 

the “1 A study to determine not what = 1s ih Wh tile, 
dows spent for window and interior display pro ja ’ 

that motion but . . what should be spent to th * 

accomplish an adequate display promotion } 

Bro job | further believe that stores often 

pro think in terms of dollar volume, whereas y, 

wari the display job in windows and interior is 

ising ilways a physical job. One store may have 

y i 150 foot front and do 3 million; another 

im may have 150 foot front and do 10 million 

» the The physical job in the lower volume store 

rool is dh nt identical to that of the higher exclusive distributor . . - 


volume, but on the present NRDGA basis of ] 
pidly percentage to dollar volume, the display job 
sing is definitely penalized a 


nsult “2. | sincerely recommend a study to see 
zo 1 \ " —_ 
h to what proper dramatization and presentation 810 PENN AVE. PITTSBURGH 22. PA. 




















esult of best sellers will accomplish to increase 
€ to sales volume . . but more to control basic 
isel) inventories of sizes or colors in direct ratio THE PROBLEM: HOW TO DISPLAY FOUR DOZEN JEWELRY 
to volume. In my studies recently I have = CREATIONS IN A WINDOW 3° x 3°? 
will iound for example in one store 18 best 
in sellers were out of stock no less than 25 
b of per cent of the calendar year. There was 
as no provision for control of inventory and 
reat when best sellers were out of stock, slow 
the sellers were crowded into their space and 
reorders were overlooked. I estimated on 
om 18 items in one store, the volume loss was 
that $250,000. In that store I predict a further 
and two day study would have revealed another 
10ut $500,000 in volume actual loss because de- 
artments did not have the right physical 
5 Ol set-up) for showing and = controlling mer- 
ae handise in ratio to best sellers, and next, 
be he department was not given the proper 
lramatization, or sales material or fixtures 
is m which to show best sellers and they 
vere not trained as to the great importance 
— 4 controlling and showing of such mer- 
acn handise. Dramatization and promotion 
“ through display of 100 best sellers through- 
: oe a oe THE SOLUTION: = The only solution, "SELECTROSLIDE” automatic slide projector. A 
a sisi koe ek a a, Mg gry screen, sandwiched between glass in an attractive frame is placed in 
: y Cam e window. Behind the draperies, the "Selectroslide’ automatic slide changer is placed, 
sis r money expended in any other way. This exposing only the lens. 48 colorful images depicting the features and quality of this or any 
not essentially the job of merchandising other merchandise are shown auto- 
in r buying, it is essentially the job of mer- matically every 7 or 16 seconds. 
ant handise presentation and until store man- fered ler & 
gement understands such responsibilities The "MYSTERY WINDOW" is an ’ arfipe 
ing ind functions of display and gives display attractive attention getter, night or 
an uch responsibility, too many concerns will day, for just a few cents operating WM. SCUICERSEES SUDSRAIE 
V1- mtinue to believe that display is merely cost. Write for more one “Selectro- wai ee 
an vindow trimming rather than the showing slide — help you build more ef- 
a nd methods of iawwowed merchandine ‘pee- fective displays. 2201 BEVERLY BOULEVARD - LOS ANGELES. 4 CALIFORNIA 
1u- entation for the express purpose of im- 
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proved volume, lower cost per transaction, 
better inventory control, ease of department 
management and absolutely improved profit. 

“3. I recommend a further study to show 
what display can do to increase volume 
through related selling both in window 
display and interior display. During the 
war, in my estimation, too many display 
departments were encouraged to show very 
little merchandise in the windows. Volume 
was plentiful. Since the war the drive for 
reduced operating expenses seems to have 
cut budgets by which adequate personnel 
for window and interior promotion can not 
be maintained at present salary levels. 
Therefore much display is being curtailed 
and related selling and real study and pre- 
paration for merchandise presentation is 
inadequate to get the best sales results. A 
10 to 20 per cent increase in sales volume 
can be accomplished, in my estimation, from 
display by giving continuous related mer- 
chandise presentation. 

“4. Merchandise presentation in television 
programs. This is a job for display. To 
date too much mere fashion or technique 
has been employed. Not enough study to 
‘close-ups’ to sell hidden values, to sell 
specific features and plus values. Television 
offers visual merchandising a great oppor- 
tunity as a new sales tool that in my 
estimation is not competitive with other 
types of advertising or display if it is 
properly used. Certain types of merchan- 
dise can be sold with television. A study to 


| reveal the types of merchandise and the 
| techniques is important to the Visual Mer- 
* | ; 


chandising Group.’ 
487 WASHINGTON STREET BUFFALO, NEW YORK /. L. Sherk, general manager, Raphael 
Florida Branches: MIAMI, ST. PETERSBURGH Weill & Company. “We feel that it (The 


Visual Merchandising Group) can be of 
RICHER, DEEPER COLORS 


great service to retail organizations by 
FROM THE 


developing ways in which to do a_ better 
selling job through display. In our opinion, 


the majority of department stores give a 
great deal of attention to the development 

Five automatic color changes per minute add 

color harmony and interest to displays and 


of publicity programs through media adver- 
tising but by comparison relatively little 
exhibits for theatres, churches, schools, show 
windows or ballrooms. 


PARIS INSPIRED 






eal MONG 


MANIKINS WITH MAGNETISM 


%* woman of the hour BY KORRECT.WAY 






4¢¢ 








exelusive distributor... 








thought to display 

“The budgeting of display expense is 
much more difficult than that of media ad- 
vertising due to the fact that the physical 
set-up of a store has a direct bearing on 
the amount it is necessary to spend to do 
an adequate display job regardless of 
volume. For instance, a store doing a 
relatively small volume may have twice as 
many windows as one doing double the 
volume. As a consequence, it would seem 
that a display budget should be based on 
what is necessary to do an adequate job 
rather than any fixed percentage of expected 


Sturdy and compact, with full Universal action 
bracket, the BEST Model 155—13” Color Wheel 
uses GE Par-30 and R-40 lamps on 110 V. 60 
cycle current. At your dealers or write 


best Devices (2 


: 10516 WESTERN AVE. _,’ 


List price with 
gelatin wheel 


w= $17.75 


List price with 
New Plastic 


sales 


“We feel sure that your group can be 
helpful in making stores more display con- 





Ww wheel. scious by developing methods of display 
that will sell merchandise and also by 


$19.75 working out ways of better coordinating 


List price with Plastic Wheel com- dis rs dia advertising efforts.” 
plete with lamp, including excise tax. $20.91 lisplay and media advertising his — 
The first Visual Merchandising Group 
clinic will be held in New York on January 
llth and 12th. The meetings, to be held in 
| EVERYTHING FOR DISPLAY 1 tts a | the Hotel Pennsylvania, will prese . 
sylvania, present the 
OPPORTUNITY EXCHANGE preliminary reports of the Group's various 
Blo} Mam am fe) sicle):) Cco., Inc. cs any WANT AD purpose: | committees. Managements are urged to see 
. REPRESENTATIVES WANTED P Bon bees ; . ’ 
: to it that their advertising < splay 
Complete Display Suppliers POSITION WANTED POSITION VACANT se ae else a - _ ‘ 
618 MARKET ST. PHILADELPHIA 6, PA. $3.00 Per Columm Inch — CASH WITH ORDER | pe » a bane a sent tor these extreme J 
coal | yorta eetings. 
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vited from jobbers. 








Ne 


Barney Stempler & Sons, 


28 Norfolk Street, New York 2, N. Y. 


since 1900 


DISPLAY WORLD 


introducing the middleweight champion! 


Stempler Duble-Vue 










Plasti 


P.B.S. 


Full size lady's plastic hanger... 
17"" length “Fernicklon" re- 
volving hook . . . Jeweltone colors 
of Sapphire Blue, Ruby Red, Cry- 
stal Clear, Emerald Green, Amber. 


Stempler hangers are the very best you can buy — masterpieces of 
workmanship, priced for economy. 
has been carefully solved—the result of 48 years of hanger research! 
See your supplier or write for prices and particulars. 


Every problem in hanger design 


Inquiries in- 






HC. 


99 


c Hangers 





a : 


P.M.C. 


Plastic combination skirt hanger 
... 17" length . .. "“Fernicklon" 
revolving hook Same colors 


as P. B. S. 








_/ 








NEW YORK DISPLAYS 
[Continued from page 27] 


for an unusually interesting glove window 
it Saks-Fifth Avenue at which time Dis- 
play Director Sidney Ring used two cream 
and gold columns to support gold wire 
scrolls from which hung a series of hori- 
zontal wire sections. 

A glove on a simulated hand occupied the 
center of each individual unit, making two 
coloriul rows of all types of gloves “made 
exclusively for Saks in the Paris workrooms 
of Roger Faré’”. Pink, taupe, black, gray, 
and green suede showed to excellent ad- 
vantage before a gray-green backwall. Yards 
1 light gray silk were hung between the 
two slender columns, thus completing the 
ffective simplicity of the setting. 

Also at Saks, a mannequin was posed in 
i black suit before a white faille curtain 
which could have suggested a black pearl 
n an unusual shell. The curtain was edged 
vith accordion-pleated ruffles and gathered 
together by a tie-back in the center; the 
lower section was draped softly to the floor 
while the upper part was spread like a 
fan. The velvet jacket with silk braid 
letail on the peplum was cleverly accom- 
panied with a black velvet beret trimmed 
vith a double strand of pearls wound across 
the top and over the edge. Though the 
mannequin carried a jet embroidered bag 
there was a velvet one on the floor of the 
lisplay, if she cared to change. White kid 
gloves and sheer white roses were also 
shown and the backwall was curtained in 
sheerest black. 


At Bonwit Teller’s “Sable brown: de- 
signer shoes” were included in the presen- 
tation of displays noted as “Manhattan per- 
spective: the truly opulent furred coat 
again”. 

All of the eight windows had urban sky- 
lines as the backdrop—these brushed in 
with lamp black watercolor on white. The 
subjects varied and covered some of the 
most dramatic New York vistas, including 
both the Washington and the Brooklyn 
bridges. 

The backdrops were laced to iron pipe 
frames which had been painted black. In 
the accompanying illustration, the buildings 
were brought into the foreground as_ ve- 
hicles for displaying the collection of sable 
brown slippers. Actually, these foreground 
buildings were cubes of various proportions 


— becoming architectural by the clever use 


of the same paintbrush which achieved the 
backdrop. The windows were interestingly 
lighted; twilight was the effect achieved 
The display floor was carpeted in black 


Carstenite Enters 
Display Field 

James R. Fitzpatrick, Carstenite Sales, 
228 North La Salle street, Chicago 1, has 
announced the firm’s entry into the display 
field as designer and manufacturer of itin- 
erant, permanent and counter displays. Ma- 
terials involved include hardwood plywood, 
“Masonite”, fibre-faced plywood and _ the 
company’s operations in- 


like, while the 
clude complete finishing and silk screening. 


New Mirror Firm 


Enters Field 

L. & S. Mirror Manufacturing Company 
is the name of a new firm, located at 11 
West 29th street, New York City, for the 
production of flexible mirror products for 
display purposes. Joe Librizzi, head of 
Radiant Glass Fibers, Inc., is president of 
the new organization and Roger Seligman is 
vice-president and treasurer. 


"Socrates" Award 
Goes To Pons 

Leonard Pons, D. H. Holmes Company, 
Ltd.. New Orleans, has been awarded the 
award of the year” for 


“Socrates high 
“ability to maintain a high degree of selling 
power in displays of exceptional merit”. The 


award was made by Vincent Edwards & Co. 


McHeldberg Opens Studio 
In Medellin 


After several years with Epoca, Werner 
McHeldberg has opened his own display 
studio in Medellin, Colombia, under the 
name of Estudio McHeldberg; it is located 
at Teatro Metro Avenida, 3er, piso No. 1. 
He will service a number of local stores. 


Revillon Retains 
Frank Izzo 

Revillon Freres, New York City, has re- 
tained Frank Izzo as display consultant. 
He was display manager for Martin’s, 
Brooklyn, until his resignation a short time 
ago. 
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Adler-Jones Expands 
Designing Staff 

\nother addition to their designing and 
service department in the person of Henry 
“Hank” Boldt is announced by Adler-Jones 
Company of Chicago 





— Henry Boldt — 


With a background of 20 years in display, 
Boldt not only is an old hand at windows, 
mut a designer in his own right. Getting his 
\cademy of Fine Arts, 


Swiit & 


start at the ( hicago 


he later created store displays for 


(Company, designed interiors and show 
booths tor Modern Dasplay and fixtures for 
Montgomery Ward & Co. During the wat 
he was an architectural designer for the 


navy 


LOS ANGELES DISPLAYS 
[Continued from page 25] 

presided over by a fairy princess, presented 
Christmas gifts. 
Miles painted the 
Display 


a collection of sugeested 


For interior treatment 
large columns a dark magenta red. 
cases and walls were dark 
columns in the Hall 


decorated with stylized toliage 


green. The 


street building were 


and plaster 
dipped swags painted white. Christmas tree 


mmaments were used in white or magenta 


In the Broadway building candelabras, made 


Ot grape root and painted white, were used 
on the columns. They were all lighted, in 
cidentally Large green stylized Christmas 
trees were placed on the ledges, and the 


little papier mache pixies were shown dec 


orating the trees or rather adding the 


final touches, since the trees seemed to be 
trimmed. 


Director 


almost completely 
Golftf's “Three 
Milliron’s proved to be a 


Golff reasoned that the 


Display Pony 
I ’ 


Magi” window at 
real crowd stopper 


three kings trom thre Kast must have stopped 


somewhere in their famous journey made so 
many vears ago. Being Oriental, they no 


] 


doubt traveled with a large retinue and all 


the comtorts of home. The large corner win 


Milliron’s 


resting tor the evening \ group of dwarts 


dow at showed the three kings 
played strange musical instruments for thei 


entertainment. Large, vividly colored tents 


were set up, and one of the kings was 
plucking at a large tray of luscious fruit as 
he listened to the music. The three camels 
were at one side of the window resting for 
the journey of the morrow 


Phe entire window was mechanized. One 


DISPLAY WORLD 


of the dwarts was tanning the kings, while 
played the various musical instru- 
ments. The same theme was carried out 
through the interior of the store. 
with large, ornate howdahs on their backs, 
were placed on the ledges and columns. A 
pointed up the 
theme, carrying the words to the famous old 
Christmas carol—“We Three Kings of 
Orient Are’. A large satin ribbon on the 
floor read, “They paused in their travels to 
camp, laden with gifts and greatly 
ing” The 


others 


Camels, 


large scroll in the window 


rejoic- 
window was 
Instead of the 
Christmas carols, Golff had a special record 
portray the Oriental 
dwarfs were playing. 

At The May 


play Director Stanley E. 


music for this 


rather unusual normal 


music the 


made to 


I): s- 
Thompson did a 


Company-Downtown, 


series of 13 windows promoting wine colors 
for holiday wear. At one side of the win 
dow was a figure made of burlap, dipped 
in plaster and draped over a chicken wire 
called it a 


“monk” had a wire hand in 


form, as pictured. Thompson 


“monk. The 


which he held a wine glass stained with a 


deep wine color. Two mannequins on the 


other side of the window served as a 


balance, as well as displaying the wine 
colored clothing. The walls and rug were 
gray and the back wall was lighted with 
blue fluorescents. The window was lighted 
with red and amber spotlights. The copy 
read, “Toast of the Town New Wine 
Reds”. Thompson also did tour accessory 


windows in this series. A large platform, 
lettered with the 


New \ ine 


plaster, was 
“Toast of the 


covered in 


Pown Reds” 


Copy \ wine-colored, flocked cherub hold- 
ing a wine glass was suspended from the 


ceiling The merchandise displayed was 


recommended for wear with the wine en- 
sembles. 

outstanding Christmas 
Angeles and_ its 
this vear, but unfortunately, due to printing 


There were many 
displays in Los suburbs 
schedules, we were not able to get pictures 
of all of them in time. However, we would 
like to compliment the Los Angeles display- 
men and to wish each and every one of 
vou a Very Merry Christmas and a Happy 
and Successtul 1949! 


Prize Winners Announced 
In ‘Letter'’ Contest 


\ jury of three judges, whose names have 
not been revealed, has selected the winning 
National Letter Writing Week 
display contest sponsored by the Paper Sta- 
Tablet Manufacturers Associa- 
tion. Identical prizes of $100, $40 and $25 


entries in the 
tionery & 


were awarded tor the first three winners in 
four different classifications 

In the department store group, first prize 
Rayner, Wiley Dry 
Company, Hutchinson, Kans. ; 
won by John Will Cresy, S. H. 
Company, Inc., Roanoke, Va., and third went 
to Betty Wilson, Department 


Store, Pacific Grove, Calif 


went to Ernest Goods 
second was 


Heironimus 
Holman’s 
Among stationers the awards were in this 


order: His 5 


Francisco; 


Crocker Company, Inc., San 
Schwabacher- 
Latsch 


Burke, 
Angeles, and 
Lincoln, Neb. 

For variety chain stores, first prize went 
to F. W. Woolworth Company, Benton, IL; 


Phomas F. 
Frey Company, Los 


Brothers, Inc., 
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—This unusual display is by Louis Banks, The 
White House, San Francisco, and makes pleas- 
ing use of forced perspective as an eye- 


catching and attention-focusing device. The 
walls merge swiftly into the angle at the rear, 
and the effect is heightened by the cubes in 
the foreground. Adding to the novelty of 
the window is the use of slender pegs emerg- 
ing at regular intervals from the walls— 


W oolwe yrth’s, 
W oolworth’s, 


Fernsler, 
third to 


second, Anna R. 
Pottsville, Pa. and 
Fort Worth. 
Among drug stores the winners were Ray- 
mond McCool Drug Store, Joplin, 
Mo.; Judd’s Prescription Pharmacy, Wash- 
ington, D. C., and Howard E. Metcalf, 
Apothecary, Brockton, Mass. 


Bouser, 


Dunnington’s 


Maharam's Chicago Office 
In New Location 

The Maharam Fabrice Corporation Chi- 
cago office announces its removal to new 


quarters after January 1. The 
will occupy the entire fifth floor of the new 
Wurlitzer located at 115 South 


Wabash avenue, near Monroe street, in the 


company 
building, 


heart of Chicago's downtown shopping dis- 
trict. 

At the new 
spacious show-rooms. 


location customers will find 
Every effort is being 
expended to make Maharam’s new home a 
headquarters — for 
theatrical 


modern and complete 


fabric, display, decorative and 


needs 


Bill Tischler Denies 
Rumors Of Change 

Reports that he has joined another con 
pany denied by Bill Tischler. 
Southern representative of Timely Servicé 
Inc., Brooklyn. 


have been 
He will leave on his usual 
spring selling trip for Timely 
after January 1. 


immediatels 
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Research Report Highlights 
Display Market Week 

The National Association of Display In- 
dustries held its spring Display Market 
Week in New York City during December 
5-10, with the 
sponsored pilot study in display 
the highlight of the Delivered on 
December 8 by Professor Howard M. Cowee, 


report on the association- 
research 
week. 
School of Retailing, New York university, 
the report was heard by an audience which 

erflowed the main ballroom of the Hotel 
New Yorker. (The 
appears in full 


address by Professor 


Cowee elsewhere in this 
issue.) 

\ttendance at the Market Week was said 
to be less than for previous events held by 
the NADI, although John 
aging director of the association, 
gures indicating that 1,000 display buyers, 


Bowman, man- 


release | 


300 manufacturers and their representatives, 
and 150 jobbers were present during the six- 
day period It was observed that many 
lisplaymen spent only a few days at the 
how, rather than staying for the duration 
Buying ranged from light to good, accord 
ing to reports frem displaymen and = ex 
items had less 


hibitors alike. Expensive 


demand. The quality of merchandise shown 
seemed good, and much of it was obviously 
planned with a very competitive market in 
nd 
The annual meeting of the NADI mem- 
rship is reported in detail in another sec- 
tion of this issue. No election of officers 
ik place, but a nominating committee was 
appointed to make its recommendation 
rior to June Market Week in Chicago next 
eal Those on the committee are George 
Silvestri, Silvestri Art Mig. 
hicago:; I. T. Vierheller, Garrison-Wagne1 
Company, St. Louis; Warren Gallagher, 
Coy, Disbrow & Co., New York City: 
rowbridge H. Stanley, L. A. Darling Com 
vy, Bronson, Mich.; Leo Weyman, Carrata 
Angeles; Phil Goldberg, 
ack’s, Ine., Chicago, and Ralph Adler, 


D. G. Williams, Inc.. New York City. 


Company, 


{ mpany, Los 


s( 


Lord & Taylor Installs 
Giant Trees in Windows 
Something of an engineering project. is 
latest effort of Henry Callahan, Lord & 
Taylor, New York City, for his four Fifth 
avenue windows which will be unveiled on 
Taking advantage of the fact 
that the store’s windows are on elevators 
| can be lowered to the basement level, 
Hahan is installing a 25-foot Colorado 
‘ruce in each window. Each tree has earth 
around its roots and is actually a live tree, 
ough flameproofed as a_ precautionary 


December 17. 


sure. The trees will be decorated differ- 
in each window. 
he L. J. Charrot Company, Inc., New 


York City, is handling the job. Special 
pment had to be used to drag the trees 
gh the store and into the basement. 


Guild Makes Plans 
For Annual Party 
e St. Louis Display Guild met the eve- 
of November 18 at the Mark Twain 
Following dinner and a short. busi- 
meeting, plans were outlined for the 
Ss annual Christmas party. 
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PARIS INSPIRED 


cdl Ti 


MANTIKINS WITH MAGNETISM 
BY KORRECT-WAY 


* woman of the hour 


BASTE 


ol KNEELAND STREET 


_e@xelusive distributor... 


V DISPLAYS, INC. 


BOSTON 11, MASSACHUSETTS 
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and were thrilled . 


. until then, 





the line that stopped the show! 


. . . the overwhelming reception accorded our 
presentation during December Market Week was 
a source of deep gratification. 


. . . our sincere thanks to all who came, saw 


. . . well be calling on you early in *49... - 


avery merry christmas... 
- a bright and happy new year: 


arkow - lewis associates - philadelphia 

















JOBBERS 


We specialize in Children’s Mannequins 
For particulars write 


WINDOW MANNEQUIN, INC. 


449 West W St. New York 1, N. Y. 





USE THE 
Opportunity Exchange 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
USED DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 
$3.00 Per Column Inch — CASH WITH ORDER 
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"Glo-On" Plastic Letters 
Are Introduced 


The Bralson Manufacturing Company ha 
introduced new fluorescent plastic letters 
called “Glow-On”, to the display field fo: 
use in departmental and directional signs 
or tor general display use. The letters are 
made from a new form of acrylic plasti 
which glows by reflecting light rays; the 
appearance is somewhat like that of neon 
although no illumination is required to pro 
duce the glowing effect. 

Signs of “Glo-On” can be hung, mounted 
as free-standing signs, or put on a backing 
Any name or trademark can be duplicated 
in the material, and it can be adhered to 
metal, rubber, glass, wood and_ fabrics 
Stock letters are available in sizes from 2 

| to 12 inches. 

Bralson Manufacturing Company’s main 
office is at 1232 Vine street, Philadelphia 7, 

| and a sales office is maintained at 1819 
Broadway, New York City. 


PARIS INSPIRED 


eal MONG 


MANIKINS WITH MAGNETISM 
BY KORRECT-WAY 






%* woman of the hour 





aad 





| Cedar Rapids Club 
Has Dinner Meeting 


The Cedar Rapids, Iowa, Display Club 
held a dinner meeting on November 17 at 
the Chamber of Commerce dining room 
Dinner was preceded by a cocktail hour in 
the lounge. 

Wayne Schneringer, club chairman, served 
_exelusive distributor... as toastmaster, while the speakers were 
introduced by Ray Thompson, chairman of 


the education committee. W. E. Herber, 

| . account executive of W. L. Stensgaard & 

| Associates, Chicago, discussed merchandise 

21-23 So. Second Street 535 Gravier Street presentation at the point-of-sale, while R. C. 
MEMPHIS, TENNESSEE NEW ORLEANS, LA. | Kash. editor, DISPLAY WORLD, spoke on 


the past and future of display and the need 
for display research. 


SPRING PREVIEW | cemond Reported 


For Rubber Wigs 


PLASTIC MACHE — excellent demand for rubber, remov 
abie 


mannequin wigs is reported by Na- 


FLORAL FRAME DISPLAYER | tional Art Studios, 306 South Market street, 


Chicago 6. The flexible wigs are conducive 








® full round sides; 2 concave sides. to better merchandising, according to Sam- 
Green and white with gold highlighting. uel Kirche, head of National. 
trimmed with floral spray. | - 
No. F23 20” x 30” x 2” . .$6.50 ea. Syracuse Club 
No. F34— 30” x 40” x 3” $9.00 ea. ° 
| Names Officers 
Order Now for Early Delivery Robert H. Hotze, The Addis Company, 
has been elected president of the Syracuse 
WHEN YOU'RE IN NEW YORK, Display Club. He will be assisted by 
VISIT OUR SHOWROOM Thomas FE. Kruse, E. W. Edwards & Co., 
A complete line of everything you | vice-president; Shirley Brown, also of 
need for your windows and interiors | Edwards, secretary, and William Dougherty, 
for spring. Lincoln Stores, treasurer. 


Members of the board of directors are 
DISPLAY PRODUCTION Harold Jean, L. A. Witherill, Inc.; Herbert 
| Lugge, Dey Brothers & Co.; Herbert Chiger, 
CENTRE INC Mangel Stores, and Tom Mele, Edwards 

a 


51 WEST 35TH ST., NEW YORK I, N.Y. a 
BRYANT 9-3625 We invite DISPLAY WORLD 
readers to make frequent use of the 
Service Bureau for information on 
resources for all types of display ma- 


T U R fh T A ob L FE S OPPORTUNITY EXCHANGE terial and equipment from air brushes 


to zebras (stuffed), or for general 


























‘or turning anything from a mannequin to a “ 

iocomative.” Capacity 50 pounds to 50. tons. For any WANT AD purpose: consultation on display problems. No 

Size 36” to 36 ft. diameter. We can engineer POSITION WANTED POSITION VACANT | h . d f thi . f 

any turntable to your specification. USED DISPLAY EQUIPMENT FOR SALE Charge 1s made for 1S service, Oo 
< M hi Cc n Inc REPRESENTATIVES WANTED course. 

Macton Machinery Company, ° $3.00 Per Column Inch — CASH WITH ORDER 








DEPT. D PORT CHESTER, NEW YORK | = 
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Audit Bureau of Circulations gives 


constant protection to the adyvertisin g 


in these pages. 


SSS =] 
How our membership in the 

















———— 
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HE Audit Bureau of Circula- 

tions, organized in 1914, is 
a cooperative and nonprofit associ- 
ation of more than 2800 publish- 
ers, advertisers and advertising 
agencies in the United States and 
Canada. Working together, these 
buyers and sellers of advertising 
space have established definite 
standards for measuring and uni- 
form methods for auditing the 
circulation of periodicals and 
newspapers. Only publications 
with paid circulation are eligible 
for membership in the A.B.C. 


The Bureau has a staff of experi- 
enced circulation auditors who 
make an annual audit of the circu- 
lations records of each publisher 


member. Based on these audits 


the Bureau issues A.B.C. reports 
which tell how much circulation 
a publication has, how much sub- 
scribers pay, how the circulation 
was obtained, where it goes and 
many other facts essential to the 
sound investment of advertising 
money. Of special importance to 
business paper advertisers is an 
occupational or business break- 
down of the paid subscribers. This 
tells you how much of the total 
circulation represents a logical 


audience for your advertising and 


a market for your merchandise. 
In addition to the annual Audit 
Reports, the Bureau issues semi- 
annual Publisher’s Statements. 


Guesswork and waste are 
avoided when you select advertis- 
ing media on the basis of factual 
information. Always make A.B.C. 
reports your starting point when 
you buy advertising space. 


This business paper is a mem- 
ber of A.B.C. Ask for a copy of our 
A.B.C. report and then study it. 


» » . 


SEND THE RIGHT MESSAGE 
TO THE RIGHT PEOPLE 


Paid subscriptions and renewals, as de- 
fined by A.B.C. standards, indicate a 
reader audience that has responded to a 

ublication’s editorial appeal. With the 
interests of readers thus identified, it be- 
comes possible to reach specialized 
groups effectively with specialized ad- 
vertising appeals. 
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ABC=AUDIT BUREAU OF CIRCULATIONS=Feacts as the Basic Yardstick of Advertising Value 
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NADI Votes To Continue 
And Extend Research 


N a highly enthusiastic meeting held on 
December 4th, in New York City, the 
membership of the National Association 

of Display Industries voted unanimously to 


continue and expand the organization’s dis 
play research program and to publish = in 
book m the results of the pilot study 
jus cludes 

Phe semi-annual meeting of the associa 
tion convened at the Hotel New Yorket 
ith a noon luncheon attended by a large 
ind representative group of members. Sylvan 
reund, Decorative Plant Corporation and 
president ot the organization, was 1n_ the 
hai 


Disposing routine business quickly, the 
meeting was given over to the report of 
\Ibert Bliss, Bliss 


chairman of the group’s research committe 


Display ( orporation, 


THE DISPLAY PARADE 10.115 


Bliss detailed the work of the committee 
and outlined the results of the research 
project sponsored by the NADI and carried 
out by the School ot Retailing, New York 
university He recommended the publica- 
tion of this valuable information in’ book 
form so that it can be given wide distribu- 
tion among all factors concerned with dis 
play, particularly among retailing’s top 
management and advertising executives. 
Bliss further recommended doubling the 


initial research appropriation to continue 


this work on an expanded scale. He re 
ported that the board of directors had 
approved both recommendations at an 
earlier meeting. The report was received 


with much enthusiasm and approved unani 
mously Bliss was then given an ovation 
tor his fine and unselfish work. 


by Tony Brinker 





p “THE VIOLIN IS HIS MAIN DELIGHT... HE 
PLAYS IN SEVERAL ORCHESTRAS, AND 
PRACTICES FAITHFULLY EVERY NIGHT. 







































DISPLAY DIRECTOR, WOLF SAU 
-_ ee ee oe tie 





Boan in KALAMAZ00 , MICHIGAN, 
1894. WHILE IN HIGH SCHOOL HE 
STARTED PLAYING THE VIOLIN. 
LATER, PLAYING IN THE CHURCH 
ORCHESTRA, HE MET CEVERETT 
CHAPMAN ), AN ARTIST, DISPLAY 
MAN, CARD WRITER. THROUGH 
HIM BLKBY BECAME INTERESTED 
IN DISPLAY WORK. CHAPMAN , 
TAUGHT HIM BOTH VIOLIN AND 

' CARD WRITING. FIRST WORKED 

AS ERRAND BOy FOR WEIGNANT 

& REIDE, KALAMAZOO. THEN WITH 
GILMORE BROS. SAME ciTY, AS 
CARD WRITER. FIRST STORE ON 
HIS OWN WAS THE JU.R. JONES CO., 
ALSO OF KALAMAZOO. MARRIED 
IN (915, AND TOOK DISPLAY JOB IN 
WISCONSIN. HELD POSITIONS IN 
PITTSBURGH, PA., MICHIGAN AND 
IOWA, FROM THE IOWA STORE 

HE WENT TO HIS PRESENT POSIT- 
1ON WHICH HE HAS HELD THE PAST 

20 YEARS. 4 





MIS CHIEF INTERESTS ARE Music, BRIDGE, 
(A WHIZ), FIGHING, HUNTING AND ALWAYS 
BUILDING SOMETHING... UST FINISHED 
BUILDING A BOAT. WEIS STILL ACTIVE 
\N BOY SCOUT WORK. HAS Two SONS 
soo(THREE GRANDCHILDREN WHO WERE 
ALL BORN ON THE 25TH OF AUGUGT... 
ONE IS BYBARS , ANOTHER TWO, AND 
THE THIRD WAS ONE YEAR OLD ON 
TE 25TH, LAST.) 








The cost of producing the research report 
in book form will be underwritten by NADI 
members in the form of subscriptions for 


at least ten copies of the book by each firm 


at the pre-publication price of $5 per copy. 
There were many subscriptions for as many 
as 50 copies among those present, confirm- 
ing the enthusiasm and confidence of the 
membership in this valuable undertaking 
The book will sell for $7.50 per copy after 
publication and will be widely publicized 
through every possible channel. 

That this research work definitely puts the 
NADI on a firm basis of service to display 
and to business in general, was the con- 
sensus of opinion among those attending 
the meeting. 

Among other actions taken by the organi- 
zation was the decision to continue — the 
NADI trade paper advertising on a slightly 
smaller schedule, with the hope that this 
can be expanded as more tunds become 
available. The advertising program. will 
continue to be under the chairmanship of 
\lvin M. Mendle, American Fixture & Mfg 
Company. 

John F. 
of the association, reported that June Dis 
play Market Week will be held at the 
Palmer House, Chicago, June 27-July 1 
He announced that more than 90 exhibitors 
would show their wares during the Spring 
Market Week which was scheduled to get 
under way on the day following the Decem 
ber 4+ meeting. 

Bowman also reported the following mem 


Bowman, Jr., managing director 


bership changes. New members: Flowers 
of Hawan, Inc., Honolulu; Favrex, Ince., 
Hasbrouck Heights, N. J.; Claude D. Adams 
& Co., New Canaan, Conn.; Saschel, Inc., 
St. Louis, and Laverne Originals, New York 
City. Resignations : Abacot Displays; 
Frankel Display Fixture Company; Irving 
Kaley; Kaplan Products & Fabrics; Ma- 
jestic Displays; More Displays; Sales Paper 
& Supply Company; Shenker Displays; 
Sherman Weir, Inc.; Tally-To Display 
Studio; Timbertone Decorative Company, 
and Worsinger Window 
members were suspended tor non-payment 


Service. Five 


ot dues. 

The 1949 Spring Market Week will be 
held a week later than was the case this 
vear, the association approving the dates of 
December 11-18. It was also decided to 
hold the membership meetings of the NADI 
on the Sundays preceding market weeks 
for the convenience of those who are buss 
on Saturdays with the installation of their 
exhibits. 

The president appointed Trowbridge H 
Stanley, L.A. Darling 
Clemens Scheuer, Scheuer Creations, Inc., 


Company, and 


as additional members of the research com- 
mittee. Albert Bliss continues as chairman 
of the committee. 

The meeting closed with a resolution of 
thanks to John Bowman for his handling 
of the affairs of the association. 





* Ry 


948 


port 
ADI 
for 
firm 
Opy. 
1an\ 
irm- 
the 
ing 
ite 
ized 


the 
play 
‘on 
ling 


afNl- 
the 
htly 
this 
OTT1¢ 
will 
) Of 


Jig 


CtOl 
dis 
the 

] 
tors 
ring 

get 


Cll 


el 
vers 
ne 
ams 
ric., 
ork 


ing 
Ma 
per 
Bys ; 
lay 
ny, 
rive 
lent 


this 


; of 


DI 
eks 
us) 
1e1! 


H 


and 


ym - 
nan 


ing 











DECEMBER, 1948 


Gasque Resigns Position 
With Interstate 

With Interstate Department Stores for the 
past six months as display manager, Boyd 
Gasque has announced his resignation. His 


future plans have not been divulged, nor 


has his successor been appointed. Before 
going with Interstate, Gasque was in charge 
of display for Mangel Stores, Ine. 





Wexler Becomes Partner 
In Cole Company 


George B. Wexler, sales manager for 
James A. Cole Company, Inc., New York, 
has become a member of the firm. He has 
spent a lifetime in the display business and 
has been with the Cole organization for the 
past 15 years. 


Irwin Culver Greeted 
At Market Week 

For those long engaged in the display 
field the appearance of Irwin Culver at 
New York Market Week afforded an oppor- 
tunity to renew acquaintanceship with this 
pioneer of the mannequin business who was 
internationally known for his work on wax 
figures. He is now engaged in rebuilding 
the famous Maxey collection of figures of 
United States presidents, which is one of 
the perennial exhibits at Atlantic City 


McClelland Heads Disiey 
For Melville Shoe 


The new director of men’s and boys’ dis- 
play for the Melville Shoe Corporation, New 
York City, is Thomas McClelland who 
began his career with the company 22 years 
ago as a wrapper in a John Ward store. 
He was appointed on November 29 to fill 
the vacancy created by the death of Alfred 
©. Piser, former display director of the 
shoe chain for 22 years. McClelland was 
made an assistant to Al Piser in 1940 and 
for several months has been the acting dis- 
play director. 


Frank Happiest 
At Market Week 

Max Frank, well known traveling repre- 
sentative for Decorative Plant Corporation, 
New York City, was receiving congratula- 
tions during Display Market Week on the 
birth of his grandson, Mark, the son of 
Frank’s daughter, Mrs. Betty Eisen, Chicago. 


Twentieth Anniversary 
For Gordon Price 

Gordon Price, Price Fabrics Company, 
New York City, is celebrating his twentieth 
year in the did business. 


Change Of Location 
For Equipment Firm 

Pacco Store Equipment Company is now 
located at 29 West 17th street, New York 
City. 


Wise At Work Again 
After Illness 

Percy L. Wise, of Reyburn Manufacturing 
‘company, Philadelphia, has returned to 
work once more following a lengthy illness. 
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MANTKINS WITH MAGNETISM 
BY KORRECT-WAY 


_e@xelusive distributor... 


B. HIER DISPLAY EQUIP. CO. 





23 N. SIXTH STREET MINNEAPOLIS, MINNESOTA 











What’s New for Forty-Nine? 


SOLAR LEATHERETTE—Stunning new fibre 50° washable leath 


erette—12 exciting colors!! 
BASKETONE—Old favorite—!5 brand new shades!! 
GENUINE LEATHERETTE—New designs—new colors!! 


FABRICS—Exciting, new unusual prints!! 
Solid colors in a dozen qualities!! 


FLOWERS—Streamlined for 49!! 
Completely redesigned!! 
To see them is a MUSTI! 


PAPERS—As usual, one of the largest and most var- 
ied lines!! 
RIBBONS—A!! widths, al! colors—Satin, Facil-Fab, 
Grosgrain, Fancy Weaves, Etc. 


See Them All At Your Local Display Jobber or At 


JAMES A. COLE CO., INC. 


235 Fourth Avenue New York City 3, N. Y. 
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Garment Rack Dividers 
A—Week days (Mon.-Sat.) 
B—AIphabetical (A-Z; Me 
for X) 
C—Sizes (1-54, incl. % sizes) 
JOBBER SALES ONLY 
Send for Prices & Details 


Plastic Fabricators Co. 
440 Sansome St 
San Francisco, Calif. 


SNAP-IN TAG NEEDLE 
U. S. Pat. No. 2416117 
Threads string, cotton and yarn 
in a jiffy with your eves shut. 
DISPLAY TICKET HOLDER 
Price Card Holders 
Window Trimmer's Tool, etc. 
Write for illustrated price list. 
RUDOLF ORTHWIME COP?. 
503 W. 33rd St., New York 1, N. Y. 




















Switch for Attention 
wit 


e e 
Display King Flashers 
Use this dependable line of 
flashers to: 
1. Operate lights 
2. Control illusion boxes 
3. Operate Dimmers 
To turn specific lights 
ina t gradually 
4. Control motors 
5. Operate Solenoids 
6. Control Sound Systems 
7. Operate slide films 
8. Serve as a Prime Mover, 
with built-in limit switch. 
One week for delivery on most orders. 
Ask for free bulletins, or write details 
for engineering analysis. 


GALE DOROTHEA 


37-61 85th St., Jackson Heights, L. |. 


MODERN MECHANISMS 
FOR DISPLAY MAKERS 














Time saving, easy to use, Mitten’s Display 
Letters are truly modern magic. The action 
giving third dimension increases readability 
adds extra punch to your sales message. Best 
of all, Mitten’s Display Letters can be used 
over and over again, soon repaying the original 
cost. They’re ideal too for permanent indoor 
or outdoor sign installations. 

Available in pin, track or sanded back letters 
in six face styles and in sizes ranging from 
, in. to 9 in. high. We carry a complete stock 
of Mitten’s Letters in St. Louis. Full informa- 
tion and prices on request. 


Visit our St. Louis Showroom 
you're always welcome. 


GARRISON-WAGNER CO. 


2018 WASHINGTON AVE., ST. LOUIS 3, MO. 
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Complete Plans For Show 


ITH the annual Los Angeles Display 
Market Month just around the cor- 

ner, members of the planning board 

met recently to work out final details for 
the January event. 
In addition to 
outlined, the group has made arrangements 


special features already 
for a special event for women visiting the 
Los Angeles market, and tickets to leading 
provided. 
Tickets for the various special features to 
be provided during Market Month are ob- 
at the registration desk to be 


radio broadcasts will also be 


tainable only 
California group in front of 


Hotel Bilt- 


set up by the 
the Renaissance Room of the 
more 

While the Los promotion will 
throughout the entire month = of 


that of January 17 


Angeles 
continue 


January, one week 


has been set aside as a special week oft 


activities, including a dinner-dance and a 


tour for visitors through one of the major 
Hollywood. studios. 
firms are partici 


Twenty-five California 


pating in the promotion this each 
showing its display merchandise in its own 


showrooms; in addition, some of the com- 


vear, 


taken space at the Biltmore for 
further display of their products. 
leo Weyman, of the Carrata Company, 1s 


panies have 


chairman of the sponsoring group and has 


issued the following statement: 


—Completing plans for the annual Los An- 
geles Display Market month, to be held in 
January. Left to right, bottom row: S. Sil- 
vestri, Mrs. Stephen McDonald, Stephen 
McDonald, B. A. Jacobs, P. L. De Luca, Mrs. 
Richard Fitzgerald. 


Center row, Dave Starkman, Al Halverson, 
Henry Schwarz, William Decter, Victor A. 


Grant, Paul Stone, Sanford Schwarz. 


Top row: Frank Ackerman, Fred Mattson, A. 
M. Olsen, Milton Wiemokly, Fred J. Tabery, 
Emil Corsillo, Frank Dunn and Morton Weiss— 





“The leading display manufacturers of 
California extend a warm welcome to you 
to personally attend the special showings 
planned in your honor at 
Los Angeles in January. 

“In our showrooms and in the Renaissance 
Room at the Biltmore hotel will be pre- 
sented the latest California creations — dis- 
plays keyed to tomorrow and designed to 


and functions 


sell merchandise. 

“Visitors can profit from the pace-setting 
new stores in our area great 
which are attracting nation-wide attention 
and commendation. 

“In the home of Hollywood genius, you 
can be inspired by the California atmos- 
phere, stimulating a new approach to sales 
interpretation. 

“No stone is being left unturned to make 
your visit both pleasant and profitable. We 
look forward to greeting you in Los Angeles 
this January.” 


stores 


Brochure Describes Line 
Of Christmas Specialties 
8 West 
issued a 


Staples-Smith, Inc., 40th street, 
New York City, has brochure 
covering the firm’s new “Penny Bank Line” 
ot Christmas specialties for the home and 
for stores. Products shown range from $1.25 
to $50 in price, and include articles from 
ornaments to ceramic finish deer. 





Reyburn Changes Site 
Of Chicago Office 


Reyburn Manutacturing Company, Ince., 
with headquarters in Philadelphia, has an- 
nounced a change of location for its sales 
office and warehouse in Chicago. As_ of 
November 15 the Chicago office is at 4048 
Polk street, where a complete stock of 
Reyburn display materials is maintained. 
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PILOT STUDY REPORT 
ON DISPLAY RESEARCH 


[Continued from page 21] 


ypinion. We have simply recorded and 
reported the facts. 

Without any facts we might reasonably 
suppose that as the looker audience in- 
creases, the stopper audience will also in- 
crease. With respect to interior display, 
where this statement on the behavior of the 
looker-stopper audience is 
nificant, the pilot study shows that when the 
looker audience increases, the stopper audi- 
ence also increases — not always, but seven 
out of ten times. This is important because 
controlled conditions established to 
permit each display to be studied and 
analyzed on an objective basis. As our 
limited experience is expanded, it is rea- 
sonable to suppose that we can use the 
tested techniques developed through re- 
search to build more successful displays 
and, perhaps, even to predict on a scientific 
basis which of two or more proposed de- 
signs for a given problem will 
perform most successfully in building the 
greatest audience of lookers and stoppers. 


especially sig- 


were 


display 


Look at a few more examples which show 
how the audience of lookers and stoppers 
is increased by the application of the dif- 


ferent display techniques. The complete 
report on each display will be published 
later these are just the spotlight results. 


Thirty-two per cent of the traffic passing 
the “A” version of this shoe display looked 
at the shoes displayed on the flat 
of the table. 

There was no substantial change in look- 


surface 


ers when the shoes were displayed in the 
“B" display manner shown here. 
Thirty-seven per cent of the people pass- 
ing the “C” version of the display looked 
at the shoes when they were shown in use. 
rhe dramatic stopping power of the “C” 
is shown in the jump of 
from 35 per cent for the “A” display to 
44 per cent for the “C” display. For every 
“A” display, 103 stop at “B” 
display, and 145 stop at “C” display. Ob- 
viously, as the lookers increase the stoppers 
more than 
stoppers 


display stoppers 


100 stoppers at 


increase. There is a propor- 


tionate increase in the over the 


lookers in the example. Obviously, too, the 
C” display gives the merchandise a greater 
iudience and, theretore, more selling oppor- 
tunity —the opportunity a Si 
ver “A” display is read in the leap from 
100 to 116 lookers and from 100 to 145 stop- 


CTS, 


presented by “( 


To demonstrate once interior 
display 


ounts for an increased looker-stopper audi- 


more tor 
lisplay how technique alone = ac- 
nee, look at the lingerie display test group. 
51x per cent of the passing traffic looked 
the “A” 
ise flat. 
len per cent of the people passing the 
5” display looked at the 
T-stand. 


display showing the merchan- 


merchandise 
ised on a 
Fourteen per cent of the passers looked 
it the 
igure, 
In fact, for every 100 lookers at the “A” 
Hat display, there are 152 lookers in the 
Bb” display showing the merchandise on 
-stand, and 214 lookers are attracted by 


merchandise shown in use on a 


} 
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 —_—a you don't get a second chance with 


Sunfading. So be SURE before you buy! Every 
Transparent Sun Shade is sold with an uncondi- 
tional guarantee. Laboratory tests and actual 
usage tests prove that SUN SHADES filter out 


THIS TRADE-MARK 
IS YOUR 
UNCONDITIONAL 


GUARANTEE 


Jobbers: Write for our Proposition 











THE SUN SHADE CO. 


Manufacturers of the Original Transparent Sun-Shade 


| 
|_781-83-85 Chancellor Ave., Irvington | 1,N.J. 






WHO SAYS 
YOU CAN'T 
TAME 

—— THE SUN! 


of course you can .. . with 
TRANSPARENT SUN SHADES! 
Keeps out the damaging rays of 
the sun . . . lets shoppers see in. 
Protects your costly window dis- 
play merchandise from sunfading. 





up to 99% of the Ultra-Violet rays . . . giving 
you maximum protection. And our Sun Shade 
material will never, never fade-out! So don't 


take chances — buy the best — buy SUN 
SHADES. 


FREE: send For Samples Today 


‘ Please send samples of Sun Shade and a 
s copy of your booklet, “HOW TO WIN 
§ YOUR DUEL WITH THE SUN.” 

‘ 

§ Store Name 

+ Per_ 

‘ 

‘ 

§ Address— 

’ 

City ‘ = State 
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LIGHTED MOTION! 
The NEW Model “712” 


ot0-Sho 


ELECTRIC TURNTABLES 


HE FAMOUS ROTO-SHO 

Electric Turntable is now 
available with a two-way, 
built-in receptacle to per- 
mit novel, self-contained 
lighting effects ... as 
well as operation of elec- 
tric appliances of all kinds 
while the table revolves 
three times a minute. 

There’s nothing like 
712" to revolutionize your 
window trim .. . because 
motion plus unusual lighting is the key to 





successful displays! Sturdy, all steel, it 
carrys up to 200 Ibs. Diameter of turn 
table 18”, A.C. only. 






Lights 
turn 
with 

table! 


Many display jobbers stock it! 
Write NOW for full information about 
“712"" and our COMPLETE line of 
ROTO-PRODUCTS. 








GENERAL DIE & STAMPING COMPANY 
— O. 262 Mott St., New York 12, N. es 
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the “C” display’s portrayal of merchandise 
in use. 
For every 100 people who stop at the 


“A” display, 150 people are stopped by the 
“C” display. 

These figures reflect the measurement of 
the effectiveness of display techniques by a 
method designed to control all of the 
variables and, thereby, to let each display 
speak for itself in terms of the traffic audi- 


ence which it seeks to build and to in- 
fluence. 

The figures show clearly that proper 
application of display technique can and 


does win, and influence, a larger audience 
of potential customers at the point-of-sale. 

(1) Display increases the selling oppor- 
tunity by building a larger audience. 

(2) Display gives the merchandise 
.of an opportunity to sell itself. 

(3) Display provides the store’s sales staff 
with more “stopped” traffic to approach and 
to direct to the conclusion of a successful 
sale. 

(4) Display tends to speed selling. 

(5) Display helps to cut costs per trans- 
action by 
selling opportunities at the point-of-sale. 

But let's not 20 too fast or too far. Re- 
that we dealing with a pilot 
study which spots tendencies; a pilot study 
which blocks out areas worthy of further 
detailed and exhaustive study; a pilot study, 
moreover, which does not pretend to present 
positive proof, but rather a pilot study which 
“Tested methods are available if you 
want to apply them to separate the fact 
from the fancy available if want to 
the the demonstrable 
sults.” 

With these reservations in mind, let’s turn 
to the pilot study’s follow-through from the 
measurement of interior display techniques 
to controlled window display changes and 


more 


increasing the audience and the 


member are 


says, 


you 


seek sound and re- 


the effect of each when exposed to the 
trafic of window displays. 

This is definitely a pioneering attempt, 
our experience is limited, as you will see, 
but the results are significant and promis- 
ing 


display the looker figure as- 
sumes significance. In 
the value of window display as a publicity 
medium, should be considered as 
“readers” of the display and its merchandise 

message. window 
are comparable to newspaper ad- 
radio advertising 


In window 
greater assessing 
lookers 
or service Lookers or 
“readers” 
vertising readers or to 
listeners 

To the effect of display tech- 
niques upon the readership of window dis- 
plays, the pilot study utilized the same basic 
procedure and presentations just described 
for interior displays. 


discover 


The “A” window display shows the fea- 
tured coat flat. 

The “B” window display shows the fea- 
tured coat raised and in use on a figure. 

The “C” window display shows the fea- 


tured coat on a figure and places the figure 
in a setting. Note the addition of pilasters 
and background treatment in the “C” ver- 
As in all of the pilot study tests, the 
sign card and the merchandise are identical 
in all three displays. 
change in 


sion. 


Does a display treatment in 


store windows influence the reading of the 
Does the audience react? 


window display ? 
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Before giving you the results, I want to 
show you professional, full-color moving 
pictures of the window display test at the 
Cain-Sloan Company, Nashville, Tenn. The 
test ran daily, Monday through Saturday, 
October 11th to October 16th. 

We could afford money for only 100 feet 
of film, so please watch carefully. 

Note that the sidewalk is very narrow — 
too narrow, in its 7-foot width for the heavy 
flow of traffic—an average of nearly 30,000 
people in any eight hour business day. 

You will see that people are obliged to 
pay attention, first, to where they are going 
before they can permit themselves to look 
elsewhere. You will see a pedestrian col- 
lision. 

You will see the display being rotated, 
for the convenience of the photographer, to 
expose the “A”, “B”, and “C” presentations 
of the merchandise. This is the only part 
of the movie which was posed for presenta- 
tion. 

Sixty-four per cent of the passers ex- 
posed to the “A” display looked at the 
display; 64 per cent of the traffic audience 
read the display. Since these lookers are 
truly readers, I shall refer to them here- 
after as “readers”. 

Seventy per cent of the “B” display circu- 
lation were readers of “B” window display. 

After the figures for the second day were 
reported for the “C” display, a fact — which 
was shocking to me—was disclosed. The 
“C” display was running ahead of the “A” 
display —by 3 per cent, or at the rate of 
five more per hundred. But the 
“C” display was losing readers to the “B” 
display at the rate of per 
hundred! 

Here, indeed, evidence that 
chandise shown in use is more effective upon 
readership than merchandise shown alone. 
But here, also, in the face of other evi- 
dence, was a fundamental error. It did not 
take long for John Dubuisson, display di- 
rector of the Cain-Sloan Company, and 
Jean Irwin, field supervisor of the test, to 
track the error right back to my desk. I 
wonder if, in looking at the photograph, you 
have discovered what is wrong? 

I had approved for the “C” display a 
layout which gave the merchandise virtually 
the same display area as the “A” and “B” 
versions, but which cut by one-third the area 
of vision available to the passing traffic. 
Passing traffic had greater difficulty in 
reading the “C” display. Consequently the 
readership dropped. 

Herein, I think, lies a warning to those 
of us who do not learn, or who are in- 
clined to forget, the limits or the restric- 
tions imposed by the medium with which 
we work. Because of this experience, for 
example, I am determined to learn more 
about vision and the behaviour of the human 
eye. 

We removed the visual obstruction in the 
“C” display by placing the pilasters flat 
against the background, as shown here, and 
repeated the window display test, with this 
version of the “C” display at the Titche- 
Goettinger Company, Dallas, Texas, Monday 
through Saturday, November Ist through 
November 6th. 

For your comparison I am going to show 
you our amateur black-and-white movies of 
the Dallas display test. The movies are 


“p” 


readers 
five readers 


was mer- 
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int to especially interesting because they show the | ipneece imei 
loving pronounced difference in traffic and its be- 
it the havior. More people, for example, passed ; 
The the Nashville display in two days than 
arday, passed the Dallas display in six days. 
Seventeen per cent of the passers were am 
) feet readers of a i display showing the % woman of the hour page epee nage 
merchandise flat. 
oe Eighteen per cent ot the passers were 
heavy readers of the “B” display which presented 
30,000 the featured coat on a figure. 
y. And 21 per cent of the passers were read 
ed to ers of the “C” display. By giving the “C” 
going display a really equal opportunity to address 
. look the audience, the “C” display won a larger 
n col- readership. 
For every 100 readers of “A” display, 104 
tated, people were readers of “B” display and 125 
ler, to people were readers of “C” display. 
ations The stoppers for “C” display were more 
y part than double the stoppers for the “A” or “B” 
senta- display. 
So far we have seen simple and controlled 
‘Ss €x- hanges in display techniques win an in 
it the creased audience tor the circulation of mer- 
dience chandise messages through interior and 
rs are vindow displays. 
here- The answer to the question, “Can window 
display techniques increase the readership 
circu- of window display?” is surely indicated in | ae 
isplay. the results of the pilot study tests. ‘ % 
were The relationship of readership to. sales ; ; 
which vas covered in the pilot study, but the ’ : 4 
The results are not sufficiently broad or deep to | , exelusive distributor... 
e “A” warrant the drawing of conclusions. 9 
ate of However, we do know that the teatured | 
it the coat used in the Nashville test was exclusive 
e “B” with the store. The coat had not been shown | 





S per before the test, nor was it advertised before | 4 SOUTH LIBERTY ST. BALTIMORE, MARYLAND 


or during the test. Sales of the coat were 



































mer- made in greatest volume (59 per cent) to | 
> upon women who had seen the coat on display in | 
alone. the store’s window S$ LE E V e Te) 
r evi- | would like now to direct your attention RM S 
id not to the analysis of the circulation and_ the 
ay di- eadership of window display the final JOBBERS INQUIRIES INVITED 
, and phase of my report today on the pilot study. ‘ 
2st, to This is a map of Troy, N. Y., scene of Save Time ~ Get Results 
sk. I the pilot study’s research covering the six- | 
h, you ‘oy aaa from Monday, September 20th Perfectly Shaped es 
through Saturday, September 25th. $4.50 Without Springs 
lay a Troy’s population in 1940 was 70,304 — the $4.85 pr. — With Cuff Springs 
‘tually smallest of the seven cities considered in the $5.00 or = With Full Springs 
d “B” pilot study. The Troy city zone encom- F.O.B. Factory Sizes 37-38 
e area vasses Green Island, Watervliet, Waterford, | 
traffic. ind Cohoes, thus making it the retail trade TANZER DISPLAY co 
ty in enter of 115,264 people. Troy merchants a 
ly the tace the competition of the Albany district 6 WALNUT STREET EVERETT 49, MASS. 
stores, some of which are less than seven | 
those niles away. Troy merchants are served by 
re in- local radio stations and by a morning and 
estric- iiternoon newspaper which has a combined 
which irculation of nearly 43,000. 
e, for James F. O’Crowley, president and gen 
more ral manager of the Wm. H. Frear & Co 
luman lepartment store, gave his permission to 
study the sidewalk pedestrian traffic of his 
in the store, first to establish and to measure the 
s flat sidewalk pedestrian traffic entering the total 
e, and vindow display area, and second, to classify 
h this the behavior of traffic with respect to each 
‘itche- t the 11 major store windows and _ their 
onday nerchandise displays. 
rough We sought to measure Frear’s sidewalk 
pedestrian traffic because display has, in 
show mmon with all other publicity media, an 
Hes of ‘udience. We wanted to establish the quan- 


Ss are [Continued on page 115] 























DisPlay 
Wor Kel 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 

~ Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
() Brushes and Pens 
[] Bulletin—Directory Boards 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 
Composition Pieces 
Crepe Papers 
Cut-out Letters 
Cutting Machines 
Decalcomania 
Decorative Papers 
Display Forms 
Display Furniture 
Display Letters 
Display Racks 
Dye, Rug and Carpet 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 
Flags and Banners 
Foils 
Glass Specialties 
Grass Mats 
Hosiery & Shoe Forms 
Invisible Glass 
Lithographed Displays 
Mannequins 
Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Mouldings 
Natural Foliage 
Pageants & Exhibits 
Paper Sculpture Displays 
Papier Mache Specialties 
Photographic Blowups 
[) Plaques (Window) 
[) Plastics 
(] Price Cards—Tickets 
[] Price Ticket Holders 
[] Ribbons 
[) 
C) 


0000000 
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Sale Banners 

Show Card Colors 

[] Show Cards 

Show Case Lighting 
[] Show Cases 

[] Store Designing 
Socks— Window 
Store Equipment 

() Signs—Brass—Bronze 
Signs—Card Holders 
Signs—Electric 

Sign Printing Machines 
Sleeve Forms 

] Store Fronts 
Tackers 


O 





OO000000t 


70 
ge 
33 
s° 
zg 
o_= 
ao 
a 
i- 2 
oe 
ese 


0) Veneers (Imitation) 

©) Wall Board 

C) Wigs 

(1) Window Lighting 
[) Do you wish a copy of their catalogue? 
()] Do you plan to remodel your store soon? 
C) Do you plan to build a store soon? 


MAIL TO 


DISPLAY WORLD 
CINCINNATI, OHIO 








Firm 

Display Manager 

Street 

City State 
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Natural color wood fixtures, in- 
to the feeling of 


partment. 
stalled throughout, add 
light and spaciousness. In the Riding Shop, 
a white, aqua and canary yellow. color 
scheme is accented by redwood display stalls 
for riding habits. The College Shop offers 
a contrast of rose-beige walls with oak leat 


motifs, against which are placed muted 
chartreuse chairs. A smaller section has 
been devoted to the Little Shop (sports- 


wear), gaily decorated with bird panels and 
tomato red upholstered furniture. 

The Little Shop (of suits) has gone all 
out for elegant flattery. Centered around a 
platform display for mannequins, the decor 
is delicate as a Chinese print: taupe walls, 
highlighted with gold geometric cut-outs 
modern Chinese — and low modern furniture 
upholstered in Chinese blue. Equally out- 
standing is the fur shop. Rust-rose furni- 
ture forms a contrast against the pale blue 
walls and the matching blue 
paneled Opening out onto. this 
department is the semi-circular room de- 
voted to Macy’s Little Shop for furs, decor- 
ated in the with the 
addition of a large, striking, stylized modern 
mural for wall decor. 
designed the 


folding screen 
windows. 


same color scheme 


Cordes Women’s Colony 


Macy's Modernizes 


R H. MACY & CO., New York City, 
called in Edwin H. Cordes, architect 
* and store designer, to remodel and 
replan the new fashion department on the 
third floor of the Broadway building. 

The old-style departmentalization that en- 
tailed running here and there to find a dress 
meant many a lost sale. The new, modern 


and spacious floor is divided into six shops: 


Junior World, Women’s Colony, sportswear, 


suits, and furs, as well as a Riding 


Kach shop has its own “Little Shop,” 


coats, 
Shop 
an exclusive, high-quality version of the 
salle 

Phe sliding scale of prices and the clearly 
increased sales 
customer with 
selection and a better visibility 


Cordes has provided 


defined departments assure 


and provide — the greater 
leisure Tor 
for the merchandise 
increased space, additional fitting rooms and 
low glass-topped floor permit 


from adjacent departments 


racks that 


easy visibility 


to make easier and more com 


fortable tor the 


shopping 
customer. 
Besides redecorating and planning the 
fashion floor so as to make more merchan- 


dise available on the selling floor, and pro 


viding additional stock space to assure 
speedier service, Cordes selected subtle and 
distinctive color schemes throughout to lend 
atmosphere and individuality to each de 

—Above, this attractive display grouping 


against a background of a metal screen is a 
focal point in the better dress section of the 
Junior World at Macy's. Staggered aqua, 
chartreuse and bright pink mouldings above 
the wall cases catch the eye. . . . Right, the 
Little Shop (for suits) has taupe walls high- 
lighted with gold geometric cutouts and low 
modern furniture upholstered in Chinese blue— 


with periwinkle blue furniture against peri- 


winkle gray walls. Distinctive and_ yet 
harmonizing with this color combination 
are the better coats shown against char- 


treuse and gray walls. 
lighted French 
sepia tones. 

In the Junior World, a complete depart- 
ment ot 
wear 


One wall is high- 


by a cartouche design in 


dresses, suits, coats and_= sports- 
junior styled to 


\s an added 


is junior sized and 


attract the teen-age customer. 
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attraction, Cordes introduced gay French 
poodles cavorting on the blue-gray walls. 
Another lively note to catch the eye and 
fancy of the junior miss is the staggered 
aqua, chartreuse and bright pink mouldings 
above the wall cases. The poodle motif is 
repeated in the evening dress section this 
time with a festive night-club touch. Be- 
decked with jewels, the poodles stand out 
brightly against the pale blue walls. The 
furniture here, black metal framed with 
pink and blue tufted cushions, is reminis- 
cent of gay and feminine Victorian garden 


pieces. 





Floyd Addresses 
Display Students 


Charles J. W. Floyd, display manager for 
Lousol’s, Inc., Philadelphia, addressed the 
students of the National Display Institute, 
of the same city, on Friday, December 3. 

The subject of his talk was lighting and 
color in display. Floyd discussed the differ- 
ent effects obtainable by the use of spot- 
lighting and color lighting, as well as the 
effects of these types of lighting on white 
and colored merchandise. At the close of 
the lecture the students were given the 
opportunity of presenting their own  prob- 
lems in lighting, and a question and answer 
session resulted. 

Floyd entered the field of display in 1928, 
in New England, and since that time has 
been with N. Snellenburg’s, Gimbels, Maw- 
son DeMany Forbes, and Bonwit Teller. 
He was made display manager for Lousol’s 
this vear. 


Directory Boards 
Shown In Circular 

Directory boards of various types are 
described and illustrated in literature just 
released by Acme Bulletin Company, 37 
Kast 12th street, New York City 3. Also 
shown is the Acme embossing machine with 
which directory slips are made as needed 
to keep panels up to the minute. Copies of 
the circular are available on request 
Richard Sharp Returns 
To Keller-Zander 

Following a short time as display man- 
ager at Beekman’s, Richard Sharp has re- 
joined Keller-Zander, New Orleans, as dis- 
play head. 


Rex Ball To Teach 
Display Course 


\ course in display is being conducted at 
Central High schoec!, Muncie, Ind., by Rex 
sall, of Ball Stores. 

Leo B. — Rotem 
To Marx Clothing 

\fter a year’s absence with The Hub, 
Springfield, Ohio, Leo B. Pence has re- 
joined the Marx Clothing Company, Muncie, 
Ind., in his former capacity of display and 
idvertising manager. 

Spencer hules Staff 
Of Grimes 

Grimes Display Service, Inc., 22 West 
38th street, New York City 18, has appointed 
\llen Spencer as sales representative in 
California. 
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MANIKINS WITH MAGNETISM 
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MIDWEST DISPLAY EQUIP. CO. 


2310 LOCUST STREET 


ST. LOUIS 3, MISSOURI 








CURRICULUM 


New Classes Being Formed 






Cloth, Crepe Paper and Painted Backgrounds. Background Design. Mannequin Draping. Interior 
Display. Lighting. Show Card Writing. Fashions. Department Store Display. Small Wares. 
Women’s Ready-to-Wear. Women’s Specialties. Men’s Furnishings. Men’s Clothing. 


FACULTY 


MARC BIELER, School Consultant 
Display Manager, Bonwit Teller 


WM McBLAINE, Display Instructor 
Display Manager, Browning King 


ARTHUR GLICK, Display Instructor # 
Formerly of Display Dept, Beck Shoe Stores 


CHAS. NUGENT, Display Instructor 
Display Depts., Blum Store and Strawbridge & Clothier 


ELWOOD SULOFF, BFA, Art Instructor, formerly Penn State College 







-biuptey cavcerion” NATIONAL DISPLAY INSTITUTE 
CH ST. PHILA. 


Write for Descriptive Booklet 


School of Window Display 
PA « Phone: RI 
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OPPORTUNITY EXCHANGE for all trades and purposes 


For any WANT AD purpose: 
POSITION WANTED POSITION VACANT 
DISPLAY EBUIPMENT FOR SALE 

REPRESENTATIVES WANTED s 
$3.00 Per Column Inch — CASH WITH ORDER 56 W. 36TH ST. NEW YORE 18, N. Y. 


ARTIFICIAL FLOWERS 


Large stocks on hand for 
IMMEDIATE DELIVERY 


MILTON S. AHRENS, INC. 


Importers — Mfgs. — Exporter 


























MODERNAGE 


DISPLAYS, Inc. 


101 W. 31 St. N.Y. 1, N.Y. 


The discerning 


DISPLAY BUYER 


becomes our regular 
and loyal patron for 


4 reasons: 
ethe finest in display equipment 


ea complete line to meet your 
every need 


e@prompt and attentive service 


ecorrect prices 


eMannequins eGarment Racks 
ePapier Mache Forms eFix- 
tures eLighting Equipment 
eDisplay Materials eVisit our 
display write for 
catalogs. 


room or 
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new look... .. 
display WIZS 


Meyer fey 


manufacturers of 


arranjayS Wigs 
34 West 20 Street 
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CHelsea 3-8340 











Americas Lowes Prices! 
GIANT SIZE Photographic 


BLOWU 


Mace from Your OWN Negatives or Prints J 
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COMPANY 


3543 BROADWAY 
KANSAS CITY, MO. 
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DISPLAY AT FIELD'S 
[Continued from page 45] 


series were made in 13 different poses 

by a display firm. Likewise, the angels 
and children in the main aisle Christmas 
decorations were manutactured outside ot 


the display department, but according to 
Moss’ 
\n account of the tremendous job assigned 


Marshall Field & Co. would 


complete description ot 


design 


to display at 


not be without a 


how “The Store with the Christmas Spirit” 
releases its greatest extravaganza of all 
Christmas at Field's is everything beautiful. 


Not so long ago the resumed 


company 


the packaging ot Christmas gifts in boxes 
after a lapse ot five years due to wartime 
restrictions The design for the boxes was 
inspired by many well-known Marshall 
Field & Co. symbols of Yuletide. The 45 
foot Walnut Room tree, the now famous 
“Candy Cane Lane”, carolers and Santa 
Claus were motits in pink, green, blue and 
white lithographed on a red ground, that 


became the tor 2,500,000 boxes ot RO 
different This the 
number of boxes that will add to the beauty 


Field's is expected to be 


covers 


sizes and shapes. vear 


of a giit from 
substantially increased 
It is a tradition at 


street main 


Field's 


should provide 


that the State 
the shopper 
fairyland of 
light- 


aisle 


with a short journey through a 


(hristmas cheer In seeking 


Lay, 


hearted symbols tor the 1948 Yuletide mes 
sage, Moss and his staff have again pre 
sented a breath-taking array of Christmas 


tree ornaments and gift items to usher spec- 


tators into a winter wonderland. 

Last vear 30,000 plastic tree balls were 
used in the decoration tor the main aisle 
alone This vear the decorations were 


—Whimsical toys, ducks, and animals pass 

in an unending stream as ''Candy Cane Lane" 

comes into being each year . . . Right, man- 

nequins are used in home furnishings displays 
wherever possible— 


ordered in March and shipped as produced 


to avoid any possible delay when the final 
installations were made 

About the first of September a 45-foot 
tree is selected for the Walnut Room. Be- 


of the tree the ornaments 
must be proportionately sized, and it is 
build a_ scaffold around the 
tree to trim it. About 1,500 of these orna- 
ments were made by the display department 
from 5 10 inches 
were especially the 


cause of the size 


necessary to 


inches to 
blown 


and glass balls 
in diametet for 
tree. 
Along “Candy 
Cane Lane” When 
the final installations made a 
crew of workers, after store closing hours, 
assembles toys, poodles, ducks, and pepper- 
mint the fourth floor. For the 
past “Candy Cane has 


time 
form. 


Thanksgiving 
take 


are to be 


about 
begins to 


canes on 


four vears Lane” 
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srought shouts of joy from youngsters awed 

y more candy, toys, and toyland music than 
hey had ever dreamed existed in the whole 
vorld. 

\ new Yuletide story, written especially 
1. display purposes, made its debut in 13 
i the State street windows three years ago, 
der the title of “A Christmas Dream”. 
\ completely new version of the theme is 
ing presented this year, written by John 
\foss and set to verse by Helen McKenna. 
Uncle Mistletoe”, Santa Claus’ jolly emis- 
sary of goodwill, is the leading character 
is in the past. Hand-lettering on the 13 
story pages for the windows was a 60-hour 
ob. 

Preceding “A Christmas Dream”, a gift 
series of windows was installed and un- 
veiled the first of November as a promotion 
for the item type of sales. On December 1 
this tinselled curtain was replaced by the 
‘Uncle Mistletoe” series which for the past 
three years has been planned as an insti- 
tutional promotion solely for the purpose of 
bringing joy to young and old. 

Careful thought must be given for the 
safety of every one during the glittering 
pageant when the store is filled to capacity. 
\n elaborate fire protection system is in- 
stalled, both automatically and manually 


operated. Firemen keep a 24-hour watch 


ind all materials used for decorative pur- 
poses are fireproofed. 

Easter is also becoming an _ important 
gift-giving season, rich in tradition from a 
religious standpoint, and coming at a time 
when the romance of a budding season is 
in the air and shoppers are in the mood to 
trip through the tulips. It offers an oppor- 
tunity to indulge in extravagant themes and 
colorful schemes that are fast assuming the 
magnitude of Christmas promotions. The 
spring of 1948 witnessed a marked increase 

the lavish embellishment of both win- 
lows and interiors in all of State street's 
‘reat stores. 

Replacing the Christmas tree in the Wal 
nut Room at Field’s was a 30-foot basket 
hlled with Easter bunnies, candy and eggs. 

For the spring of 1949 Chicago is prom- 
sed another exciting adventure into the 
land of make-believe which is created so 
leftly at Marshall Field & Co. by John 


Moss and his talented staff 


Busch And Williams 
Join Tri-Allied 
Kd J. Busch and J. Duncan Williams have 
ined the sales staff of Tri-Allied Display 
reations, Baltimore. Busch will travel the 
southwest and Pacific coast and Williams 
ll cover the South and Southeast. Both 
re formerly with Fren-Zee Display Equip- 
nt Company. 


-oopers To Expand 


lealer Help Program 
\ program whereby Coopers furnishes re 
lers with point-of-sale display material 
a cooperative basis will be intensified in 
ture according to Stanley B. Holtz, Harve 
rrill & Co., Chicago. The latter company 
Ss just completed two new units for 
opers, these being designed for counter 
and promoting “Jockey” underwear. 
th are of oak, finished in transparent 
iy lacquer. 
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MBLVIN 8. ROOS AND COMPANY 


181 PRYOR STREET, S. W. ATLANTA, GEORGIA 


To Jobbers oo. 











Time to get your name on our mailing 
| list to receive our new Spring Catalog. 


in Spring and Easter colors include: 


* FESTOON CLOTH * RAINBOW SHEERS 
* RAINBOW NETS * SPARKLED SHEERS 


Don't wait, write us today! 


ASSOCIATED FABRICS (0. seco s-osswey wew vor. se | 


(Division of Associated Fabtex Corp.) 


| 
} 
| 
Some of our new line of display fabrics | 
| 
| 



























CHRISTMAS 
from PALAZZO 


SLEEVE FORM MEG. CO. 
34 Park Pl., New York 7, New York 
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e SUBSTANTIAL CONSTRUCTION 
e IMPROVED REMOVABLE BARS 


e CLOTH BOUND 


4 








These binders are beautifully bound in maroon with the title 
in gold. Insertion and removal is easy and fast. Keeps your 
copies clean and handy for reference. 


£50 Each 
"2 hones 


Orders accepted for UNITED STATES ONLY because of 
shipping difficulties. 
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DECEMBER, 1923 

Charles S. Frankel, senior partner of the 
Frankel Display Fixture Company, New 
York City, died of a heart attack; he was 
61 vears old. 

The first showing of the largest American 
flag in the world took place at the J. | 
Hudson Company, Detroit. Weighing 600 
pounds, the flag was 90 by 150 feet in size. 

The mannequin firm of J. R. Palmenberg’s 
Sons, Inc., opened a Pacific coast office in 
San Francisco with William C. Candlish in 
charge. 

C. A. Wikstrom, formerly display man 
ager tor Bannon Brothers, St. Paul, became 
assistant manager and display head for the 
R. & G. Bootery, Fargo, N. D. 

The first annual convention of the sales- 
men for The Onli-Wa Fixture Company was 
held in Dayton, Ohio. Addresses were made 


| by the president, Jack DeWeese, and by 


various representatives of the company. 

A. W. Malet, display manager for R. H. 
Macy & Co., New York City, announced his 
resignation. He was succeeded by Irving 
Eldredge, of the store staff. 

William McKeon was made first assistant 
to Louis Weisgerber, display manager at 
Lord & Taylor, New York City, to replace 
William Nettum who had resigned in order 
to enter the theatrical field 

Among the advertisers in DISPLAY 
WORLD at this time were the following: 
National X-Ray Reflector Company, Chi- 


| cago; Schack Artificial Flower Company, 
| Chicago; Doty & Scrimgeour Sales Com- 


pany, New York City; Merchants Display 
Fixture Company, New York City; The 
Papyrus Company, Kenilworth, N.  J.; 
Graham-Baer Corporation, Chicago; Bert 
L. Daily, Dayton; Arthur F. Hoerauf & 
Co., Detroit; Display Stage Lighting Com- 
pany, Inc., New York City; David Sobel’s 
Sons, New York City, and L. A. Feldman 
Fixture Company, New York City. 


DECEMBER, 1938 

Lamont A. Ware joined Watt & Shand, 
Lancaster, Pa., as display manager. 

Kirst prize of $100 in the Elmo national 
Charm contest was won by Edna Wollner, 
Gimbel Brothers, New York City 

Frank Bingham, display director for Rob- 
ertson Brothers, South Bend, was _ elected 
president of the Northern Indiana Asso- 
ciation of Display Men. Others appointed 
were William Neutzman, first vice-presi- 
dent; Fred Hartman, second vice-president, 
and Harold Smith, secretary-treasurer. 

Tom Lee, display director for Bonwit 
Teller, New York City, was married to 
Sarah Tomerlin, advertising copywriter tot 
the same firm. 

Orville McCray, display director for The 
May Company, Denver, won first prize in a 
contest sponsored by Fleisher Yarns, Inc 

Glee R. Stocker, head of the company rf 
the same name in St. Louis, resigned as 
chairman ot the board of directors, Inter- 
national Association of Display Men. 

Bruce Alexander, for eight years with 
Fowler, Dick & Walker, Binghamton, N. ‘ 
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resigned in order to head display for C. E. 
Chappell & Sons, Inc., Syracuse. 

Durable Displays, Inc., made its bow as 
the firm replacing Stevenson & Twyman, 
Chicago. E. J. “Jim” Berg was vice-presi- 
dent of the new company and covered the 
Southern sales territory. Other familiar 
names on the sales staff were: Karl Roth, 
formerly with Old King Cole, Inc., Canton, 
Ohio, who handled the Eastern territory; 
Max Mayer, formerly with Profita Manne- 
quins, Inc., Dallas, covering the West, and 
Odell Allaun, calling on displaymen in the 
entral West. 





PILOT STUDY REPORT 
ON DISPLAY RESEARCH 


[Continued from page 109] 


tity of sidewalk pedestrian trafhe because 
it is this traffic which constitutes the audi- 
ence for window displays. It is the circu- 
lation of people, to and through display 
areas, that gives window display its value 
is a publicity medium. 

Radio advertising affords an opportunity 
to circulate a message to people in their 
automobiles or at home. 

Newspaper advertising circulates a mes- 
sage in the pages it delivers at a newsstand 
or at home. 

Window display shows, in three dimen- 
sional space, the merchandise which is tor 
sale to an audience which circulates right 
at or near the point-of-sale. 

We wanted to break the traffic down ior 
Frear’s 100 per cent location. We wanted 
to learn for every hour the store was open, 
day or night: 

(1) How much traffic circulates ¢ 

(2) In what direction does the trafti 
travel? 

(3) At what spe ed does traffic move? 

(4) How is traffic made up by sex and by 
ge: 

(5) How traffic fluctuates by hours of the 
lay and by days of the week? 

(6) How much traffic enters the store? 

(7) How does window display affect traf- 
fie: 

In short, 1f we—who are engaged in 
display—are going to talk about display 
irculation, we should study display circu- 
ation. We should know the facts about 
lisplay circulation — specifically —in a way 
hat casual observation does not provide. 

Suppose we let such facts about window 
lisplay circulation develop and speak for 

emselves. 

Here is the location of the Wm. H. Frear 

oO. stripped to its essentials. The main 
ullding fronts on Third and Fulton streets. 

he annex building on Fulton street con- 
ects to the main building by means of 
econd and third floor arcades. Fulton 
treet 1s the west to east street. Facing 

ulton street are one entrance and_= six 

indows of the main building and one en- 
rance and window of the annex building 

urd street, which runs south to north, has 
‘wo main building entrances and four fea 
ire windows. 

lo obtain the measurement of sidewalk 
edestrian traffic two teams of field re- 
earch workers were used to count. the 
rath¢ 


r = . 
"he first team of three research workers 
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KEHOE DISPLAY FIX. 60. 


541 MARKET STREET 


SAN FRANCISCO 5, CALIFORNIA 








—tThis is the display staff ohf Maas Brothers, Tampa, Fla. 
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Left to right, Jean Hill; Gretchen 


Dean, display director; Dorothy Cottrille; Roy Frish; Harry Dille; Ed Barclay; Carl Ellis; Bill 
Lumpkin, and Voigt Ritchie— 


was assigned to take the count of the num 
The traffic 
stations are shown by the red 
Fulton and Third street 
(Aiter the first 
person ori 


ber of people entering the store 
counting 
numbers over the 
building 
few hours we 
ginally delegated to the 
the Annex building because it was evidently 


main entrances 
reassigned one 


entrance count ot 


an unprofitable expenditure of our severely 
limited funds.) 
The second team consisted of four trafth 


was stationed on 


His responsibility 


counters. The first 
Fulton street, as shown 
record only 


man 


was to count and east-bound 
traffic proceeding in the direction of Third 
street. 

The second man was stationed on Fulton 
street and was responsible for counting and 
recording the west-bound traffic going away 
from Third street. 

\ third on the Fulton and 
Street 
bound traffic 

The fourth man, as shown, was stationed 
on Third street to count and record trafhe 
southbound toward Fulton street 
rounding the 
streets. The 
stationed 


Third 


north 


man 


corner counted and recorded 


Please note the green arrow 
Third 


counters 


Fulton and 
third traffic 
were instructed not to count 


corner ot 
second and 
at this corner 
the traf 
Fulton and 


Third street or 


proceeding around the corner 


from continuing to travel on 
vice-versa. 

\ll counters were instructed to eliminate, 
as possible, children 12 vears ot age or 
under 


You see 


technique 


mechanics of the 
trathe. This 
technique was applied daily Monday through 
20th to 25th, from 10 
Friday night, 


before you the 


used to measure 


Saturday, September 


a. m: to 5:50 p.m. and on 


when the store is open, from 5:30 to 9 


This technique develops the net oppor 
tunity circulation for window display [ 
call the figure derived by this technique net 


opportunity circulation because 


individuals are counted only once upon 


entering the area 
re, therefore, eliminated 


vy to the 


duplications a 
i when the 


it applies or hours 


store is open for business 


it includes only people a few steps away 


from the store's entrances and the point- 


of-sale 


Net opportunity circulation is truly “net” 


because: 


it does not tally the marginal circula 


tion when the store is closed — nights, 


Sundays, early morning and like periods 
it does not tabulate vehicular traffic. 
it does not count children. 


The Wm. H. Frear & Co., in Troy, N. Y.., 


for the six shopping days of the pilot study 
“net opportunity 
count of 106,000 people! 

I am going to show you moving pictures 
of this traffic in just a moment. 
are unposed. 


registered a 


The movies 
They were taken on Tuesday 


and Saturday of the study period. As you 
watch the movies reflect that a number of 
adults in excess of one and a half times 








—At the Palm Springs Round-Up: George Elliott and Mrs. Elliott, of Catalina; Fred Tabery 
and Ned Weiner, of The Tabery Corporation, Los Angeles, with Mrs. Tabery and Mrs. Weiner— 


circulation” 








DECEMBER, 1948 


the city’s population circulates past th: 
store’s windows on an “opportunity to buy’ 
basis. 

At the conclusion of the movie, | wil 
give you the spotlight statistics on the net 
opportunity circulation. 

Now that you have seen how the sidewall 
pedestrian trafhe in Troy looks, let’s sum 
what it contains in terms of net 
opportunity circulation. Bear in mind that 
figures tally only 
within the area of all of the store’s window 
displays and that they refer only to adults 

The net opportunity circulation of window 
display slightly in 
excess of one and a half times the city’s 
population as recorded in the 1940 census 
One hundred and six thousand people enter 
the area of the store’s window displays in 
(It would take over 132 
this crammed 
to capacity, to hold the one-time, one-week 
net opportunity circulation of this 
window displays. Each week the store has 
the opportunity in window displays to ad- 
dress merchandise and service messages to 
that audience.) 





marize 


these each person once 


represents a number 


six shopping days. 


rooms the size of ballroom, 


ste yre’s 


The net opportunity circulation represents 
an amount equivalent to 92 per cent of the 
city zone as reported by the Audit Bureau 
of Circulation. Fulton street traffic is pre- 
dominantly east-bound and is the lightest 
street in terms of pedestrian travel. Third 
street carries more than three-fourths of the 
total pedestrian traffic. The flow of traffic 
on Third street is to the north, although 
the margin of difference is so slight that it 
is almost negligible. 

The composition of traffic by male and 
female classifications shows a_ striking 
differentiation. Women constitute 75 per 
cent of the net opportunity circulation, men 
25 per cent. 

An analysis of net 
tion by 


circula- 
Friday, 


opportunity 


days ot the week shows 
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Saturday and Tuesday as the peak traffic 
periods with circulation on Monday, Wed- 
nesday, and Thursday approximately equal. 
It is interesting to note, in the three and a 
half hour period from 5:30 to 9 o’clock on 
Friday night, that the traffic circulation is 
equal to the count for Monday, Wednesday, 
or Thursday. Night trafic bears further 
study. Our sample shows, however, that 
night traffic during the store open hours is 
a fast moving, somewhat disinterested dis- 
play audience. 

I have given you just a brief picture of 
this store’s net opportunity circulation to 
show that circulation data can be compiled 
and analyzed for window display. Such 
studies are interesting and revealing, but 
they are instructive only when applied. 

The application in the pilot study was to 
record the effect of each of the 11 major 
window displays upon the traffic audience 
received by each window display. 

Therefore, two additional teams of traffic 


counters were employed on Fulton street 
and Third street. 
The four members of the Third street 


team employed the same counting, classify- 
ing and recording technique that I have 
previously described. One man_ counts 
passers, two men count lookers by direction, 
and the fourth man counts stoppers. The 
windows were counted, as in all of the 
other studies, in accordance with an evenly 
rotated schedule. In this manner the audi- 
ence received by each window was deter- 
mined and the reaction of that audience to 
each display was recorded according to the 


DISPLAY WORLD 


defined passer, looker, behavior 


characteristics. 


stopper 


To give you a point of reference for the 
comparisons to be made, carry the picture 
of the arithmetic averages in 
mind. 

—37 per cent of the total window pedes- 
trian traffic circulation reads window 
displays 

—39 per cent of the women read window 
displays 

—32 per cent of the men read window dis- 


following 


plays. 
These averages do not fully state the 
readership of window display. The range 


of display readership from its low to its 


high point—exclusive of Friday night 
where our sample is inadequate — shows 
that: 


—Male readership ranges from a low of 
6 per cent to a high readership of 78 
per cent. 

—Female readership ranges from 17 per 
cent to 92 per cent. 

The results show that men and women 

award to window display a very high meas- 
ure of attention. 


But — let the results speak for themselves. 


Window No. 1—Male W 84 M_ 389 
Female Th 215 M 72.5 
Window No. 2—Male S 102 Tu 36.5 
Female Fn 24.1 Tu 92.0 
Window No. 3—Male S 7.0 Th 61.6 
Female M 264 Tu 62.4 
Window No. 4—Male F 124 Th 554 
Female S 30.5 Th 66.2 


Window No. 5—Male W 7.6 Tu 523 
Female W 168 , 7 


b 
6—Male Th 59 F 


Window No. 17.7 
Female Th 21.3 M 74.4 
Window No. 7—Male Fn 5 Tu 988 
Female Fn 38 F_ 71.9 
Window No. 8—Male Fn 1.2 W 46.0 
Female Fn 11.0 W 444 


9—Male Fn 26 M 44.1 
Female Fn 10.4 
10—Male Fn_ 8.0 
Female Fn 15.5 Tu 
A—Male W 114 M 382 
Female F 31.2 M 
It has been my pleasure today to report 
to you the findings of the pilot study. They 
provide a basis upon which to build for a 
sound future. Reckless or unsound applica- 
tion of the results will profit no one —if 
I am to be permitted one moral today, let 
that be it. 


Window No. 
Window No. 


Window No. 





Kaley Moves To 


Larger Quarters 

Irving Kaley, designer and manufacturer 
of display decorations, has announced his 
removal to larger quarters at 409 Pearl 
street, New York City 7. 


J. B. Hankins Becomes 
Hurlock Representative 

J. B. Hankins has been appointed mid- 
west representative for W. C. Hurlock, Inc., 
Lansdowne, Pa. He will handle the entire 
Hurlock line, including showcard and sign 
boards. 





Opportunity Exchange 








ATTENTION 
SALESMEN 


We are interested in several 
salesmen with imagination, 
good appearance, and person- 
ality, who know the country’s 
leading display managers and 
can speak their language — to 
sell an outstanding line of 
display items — photos only. 
May be carried as a side-line. 


Address Box GRP 


Care of DISPLAY WORLD 


for 





ground, specializing in display 
dealer 


knowledge of jewelry industry preferred. 


Wanted By Large Eastern Manufacturer 


Man with general advertising and sales promotion back- 


service work. Frequent field trips 


fications, age, background, and salary requirements. 


Address BOX IMC 


Care of DISPLA YWORLD 


and point of sale activity 
required, 


State full quali- 


Salesmen Wanted 


Top flight men calling on 
better stores to handle an out- 
standing line of display units. 


Territories open. 


Address Box JKL 


DISPLAY WORLD 


Care of 











SALESMEN WANTED 
Manufacturers of high class 
line papier mache mannequins 
seeking commission salesmen 
in following territories : 


1—Carolina, Georgia, Tenn., 
Florida, Ala., Miss. 
2—Louisiana, Texas, New 


Mexico. 
3—Pacific Coast states, includ- 
ing Nevada and Arizona. 
| Apply in writing. giving age, 
| experience and lines carried. 
ALLCOCK 
| MANUFACTURING CO. 
Ossining, N. Y. 











foliage. 
for samples at all times. 


WANTED 


SALESMEN WITH FOLLOWING 


New York City concern now doing business with large 
chain and department stores in New York vicinity. 
are absolute manufacturers of high type wood units and 
Our factory, in midtown area, is at your disposal 
We can offer the right man a 
good drawing account plus a large group of available 
accounts. 


Address BOX 5160 


CARE O FDISPLAY WORLD 


SALESMAN WANTED 


New York salesman covering main- 
ly chain stores wanted to repre- 
sent manufacturer of artificial flow- 
ers, backgrounds and novelties. 


Address BOX 1229 
We Care of DISPLAY WORLD 








SALESMEN 


No competi- 
Will help 
All terri- 


Sensational sideline! 
tion! Year Round Sales. 
sales of your own line. 
tories open. 


Address Box PFG 
Care of DISPLAY WORLD 
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Jewelry Displayman 


Available 


A thoroughly experienced de- 


signer and builder of show 
case and window trims and 
fixtures. Outstanding poster 


and card work with brush, pen 
and air-brush. Chain-store ex- 
perience. Single man. 
education. Ready to 
progressive, display 
organization 


Address Box AACW 


DISPLAY WORLD 


(,00d 
join a 
conscious 


Care of 








Sales Representatives 


WANTED 


By Manufacturer of 
CHRISTMAS BALLS, 
PEARLIZED BALLS 

and NOVELTIES 


Jobbers. 
€ om- 


calling on Display 
Many territories open. 
mission basis 


Address Box WGEB 


DISPLAY WORLD 


Care ol 





TRAINED DISPLAYMEN AVAILABLE 


The NATIONAL DISPLAY 


graduation of another class in January, 1949. 


INSTITUTE 


announces the 


Well qualified 


men and women, trained in ALL aspects of display, will be 


available for employment. 


positions as trimmers of 


footwear, 


Graduates are qualified to accept 


men’s wear, children’s 


wear, women’s specialty shops, drug and any other merchan- 


dise windows. 


Write or call PLACEMENT DEPARTMENT 


NATIONAL DISPLAY INSTITUTE 


“Nation’s Center for Display Education” 


1624 Arch Street 


Philadelphia 3, Pa. 


Southern California 
Display Studio 


FOR SALE 


Going business. Good location. 
Reasonable rent. Standard ac- 
counts. Capable of working 2 
to 5 men. Serving Los An- 


geles and Hollywood. 


Address Box 9165 
Care of DISPLAY WORLD 








OPPORTUNITY WANTED 
Displayman, Young, Experienced in 
all phases of Display construction, 
design, papier mache, installation. 
Desires opportunity with an estab- 
lished firm. Presently located in 
New York. Would prefer New 
York but will consider travel. 

Address BOX PFMT 

Care DISPLAY WORLD 














Home Study—Lessons In Window 
Display—Newly revised and en 


larged. A practical, low-prieed 
course covering all phases of the 
subject. Over 500 pages with 1000 


detail drawings to show you “how.”’ 
Of value to the experienced trim 
mer of beginner. Write for circulars 


W.H. Bates, Box D, Ellsworth, II. 








WINDOW DISPLAY MANAGER 


Clever, diligent worker with ideas, 

tor prominent women’s specialty 

store 

Apply 

PETER PAN DRESS SHOPS 
705 E. 185th Street 
Cleveland, Ohio 











WINDOW TRIMMER 


Wanted for Department Store in 
West Virginia. Experienced. Ref 
erences required. Give complete in 
formation in first leter All replies 
confidential 


Address BOX 3146 
Care of DISPLAY WORLD 


Display Opportunity 


Partnership Available in 
Established Display Business 
Present Owner must Sacrifice 

50 Per Cent Interest 


Completely equipped studio in 
Long Island location. A splen- 
did opportunity for an able 
displayman with limited cap- 
ital. 


Address Box 2948 
DISPLAY WORLD 


Care of 




















Go West Young Man! 


Excellent opportunity tor top 


notch salesman Nationally 
known manutacturer-distribu 
tor of display materials, nov 
elties, fixtures, and manne 
quins, top lines, established 


territories in 22 states west of 


the Mississippi, will) employ 


highly qualified, = ambitious 
salesman High commission, 
weekly drawing account, and 
good opportunities for ad 


vancement State details, ex 


reterence 


perience, 


General Display 


Fixture Company 
Darling Displays Distributor 
1010 17th Street 
Denver, Colorado 


SALESMEN 


WANTED 


Top flight experienced display salesmen to 


sell 


EXCLUSIVE line of Wood, Papier 


Mache and Composition staple and novelty 


items. 


EXCLUSIVE LINE — NO JOBBED ITEMS 


Straight 25‘« commission — Protected terri- 


tories. 


Give full particulars when answering. 


1949 Spring Line now ready. 


All 


replies held in strict confidence. 


Address BOX 9876 
Care of DISPLAY WCRLD 


POSITION WANTED — Display 
manager wishes to make a change 
18 years experience in men and 
women’s wear and general depart- 
ment store. Excellent card writer 
Desires the south. 


Address BOX TDPO 
Care DISPLAY WORLD 














FOR SALE 


Complete trim 


main floor 


columns, 17 feet tall 


of red and gold poinsettia sprays and bells for 20 


Trim for 13 posts on second 


FOR SALE 
9 Bliss 
“Christmas Carol” Boxes 

Each box a scene from Dick- 
ens’ immortal story. 
Size approximately 4 x 5’ x J, 
done in full relief —-an amaz- 
ing amount of detail —all au- 
thentic. From three to 12 
figures in each averaging 12” 
to 16” in height and dressed 
in fabric garments. 
Now in our windows. 
pulling power of any 


Best 
display 


we have used. Dismantles 
easily 
Solve next year’s Christmas 


problem now -Will sell for 
fraction of original 
photos on request. 


LEO SCHEAR CO. 


Att.: Display Dept. 
Evansville, Ind. 


cost 





aint, “ES 


D 















festooning in main floor center 
back- 


con- 


floor; plus 300 feet of gold lace 
lighted 


$1,000, will sell for $500. 








12 electrically shadow boxes for window 


Cost 


aisle. 








Excellent 


Write for 


DISPLAY MANAGER AVAILA- 
BLE — Years of experience design 
ing, building and installing moderr 
window displays. Can write show 
cards and have knowledge of adver 
tising. A-l references. 


Address BOX JPC 
Care of DISPLAY WORLD 


grounds ove! 


WANTED—Card Writer and 
Window Trimmer to help on 
floor when not busy 


ABROMS Dept. Store 
Florence, Ala. 


pieces bought new this photos. 


W. LEWIS & CO. 


Champaign, II. 


dition, many vear. 
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| REPRESENTATIVES CORRESPONDENCE INSTRUC- 
WANTED SALESMAN WANTED TION—In Window Display. In op- 


We pay 15 % commission and 
have to offer the largest and 
most complete line of displays 
for the Jeweler. 
If you have a knowledge of 
window trimming and call on 
the Jeweler, you can do very 
well with our line. 
We are manufacturers and sell 
direct. <All well - established 
territory. 

William Korn & Company 
17 Elm St. Buffalo, N. Y. 


Established northern display fixture house is looking for a 
good salesman who is presently selling a decorative line 
and who is a resident of some large city south of Wash- 
ington and who is interested in selling a complete and 


exclusive fixture line in his area. 


Address BOX RCK 


CARE OF DISPLAY WORLD 











Display Manager—Recognized 

ability to create and execute 

sales - compelling, prestige - 

building window and _ interior 

displays. Top references. 
Address Box BRG 

Care of DISPLAY WORLD 








Looking for a Real Opportunity? 
Large mid-western dept. store is 
looking for display mgr Desires 
young man who is now an assistant, 
but capable of managing display de- 
partment. Write, giving display 
background, ideas about future 
personal qualifications, sal 
iry expected. Address BOX 12HI, 
Care of DISPLAY WORLD. 


} 
plans, 











DISPLAY’S 
QUICK 
ACTION 
MARKET 
PLACE 


... it’s the 
Opportunity 
Exchange 
Use it for 
e POSITIONS Wanted 
e POSITIONS Vacant 
e SALESMEN Wanted 
e USED DISPLAYS 
FOR SALE 


e USED EQUIPMENT 
FOR SALE 

Get Quick Action At 
LOW COST! 


$3.00 





i 


Per Column Inch 


Forms For 
JANUARY ISSUE 
CLOSE 
JANUARY 6 





FOR SALE 


Dickens Christmas Carol Originals for 
See 
Call, 


six windows. Excellent condition. 


it in our window this December. 


Write or Wire— 


Display Manager 
WOLF & DESSAUER 
Ft. Wayne 2, Ind. 








FOR SALE 


Bliss Mechanical Doll House 


FOR SALE 


At Sacrifice Close-Out rt pe relies Pg ote 

of the most popular numbers 

150 rolls Pat. Red, 50 rolls Bliss has made. Completely 
each Brown, Red, Dk. Green, mechanical with ample supply 
Crush Grain and Levant Paper. of special records. <A guar- 
Reasonable offer —_ accepted. anteed crowd stopper. Write 


for details. Very low price if 


sold now. 


LEO SCHEAR CO. 


Att.: Display Dept. 
Evansville, Ind. 


Address 


Papazian Export 
401 Broadway 
New York City 13 




















DISPLAY JOBBERS WANTED 


FOR SEASONAL DECORATIVES, DESIGNED 
EXCLUSIVELY FOR JOBBERS 


Spring Line Now Ready! 


A complete line of Mache Sculpture, Papier 
Mache, Hand Finished Cardboard Construction. 
A new low in price! A new high in style! The 
perfect line for jobber distribution. Write today 
for a complete set of 8 x 10 photos of the new 


1949 Spring Line free. 


ASSOCIATED DISPLAYS 


Leaders in new display techniques! 


54 Graham Ave. Brooklyn 6, N. Y. 
EV 7-6108 





eration for over 40 years with over 
nearly every 


20,000 graduates in ; 
Write for 


country in the world 
catalog. 


THE KOESTER SCHOOL 
300 W. Adams St., Chicago 








POSITION WANTED 


Displayman of 10 years’ ex- 
perience, currently employed 
in New England States de- 
sires location in vicinity of 
Miami, Fla. 30 years of age 
with background of women’s 
and children’s ready-to-wear. 
Can supply excellent refer- 
ences. Have family. 


Address Box 8264 


DISPLAY WORLD 


Care of 








CAREER BUILDERS 
A Placement Agency specializing 
in trained Personnel for the Dis 
play field. 


FRANKLYN C. WISKOW, Lic. 
35 West 53rd St., New York 19, N.Y. 
Plaza 7-6385 








SALESMAN 
WANTED 


to sell a complete line of 


Lucite display fixtures 


liberal commission. 


Address Box SFS 


DISPLAY WORLD 


Care of 








FOR SALE 


1948 Bliss 
Complete 
and track. 


Santa Claus 
with back- 
$3,000 


New 

Story. 
ground 
cost $5,000. If interested, con- 


Frank Early 
Gilchrist Company 
Boston 


Photos sent on request 











FOR SALE 


Unusual Christmas 
DECORATIONS 


of a Byzantine period, used 
this year in our interior and 
28 windows. Price attractive. 


Photos on request. 


FRANK & SEDER 


Pittsburgh, Penna. 
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AND BEST WISHES FOR A SUCCESSFUL DISPLAY YEAR IN 1949 


ee L. A. DARLING COMPANY and 
DISPLAYS 


BRONSON, MICHIGAN 


DISTRIBUTOR DARLING DISPLAYS DISTRIBUTORS 


cm 
Your one dependable source for 


everything in display equipment, 








